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One of the new Brodie Meter equipped refuelers 
recently added to Shell Oil Company's fleet servic- 
ing Qantas Airlines at San Francisco International 
Airport. 


BALANCING FUEL LOADS 
WITH PAY LOADS 
FOR MEASURED SAFETY 


with high sustained 
accuracy of 
BRODIE BiRotor METERS 





Qantas, Australia's Overseas Airline, flies the 8,200 
mile route from Vancouver, B.C. to Sydney, Australia, 
with stops at San Francisco, Honolulu, Canton Island, 
Nandi in the Fijis. The Super Constellation is being 
serviced by a new Brodie Meter Equipped Shell Oil 
Company refueler. 


MT. VERNON, N. Y. 
550 So. Columbus Ave. 


REPRESENTATIVES 


DALLAS 2, TEXAS 
167 Parkhouse St. 


WITH STOCKS 


1227 Circle Ave., Forest Park, lil. 
AND 
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From coast to coast and on important island bases, 
you'll find Brodie BiRotor Meters performing the most ex- 
acting services—accurately measuring fuel loads to provide 
ample margin of flight safety. While holding refueling time 
at a minimum to maintain flight schedules, weight of fuel 
must be computed in relation to passenger and cargo weight 
to assure maximum pay loads. In these and other important 
applications, Brodie BiRotor Meters provide a standard of 
comparison for high sustained accuracy and low mainte- 
nance. Standardize on Brodie BiRotor Meters for your op- 
erations. Write today for full details. 


Ail- sree 


Biot 


TRUE-ROTARY 


METERS 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


LOS ANGELES 22, CALIF. 
5401 E. Sheila Street 


PRINCIPAL CITIES 


CHICAGO OFFICE: SEATTLE 9, WASH. 


221 9th Ave. N. 


SERVICE PARCTELPRES. PR Bet 





Again in 


Ethyl’s “Road Birds” will 
help sell your premium gasoline 


This coming year Ethyl’s popular “‘Road Bird”’ 
series will again appear in leading national 
magazines to help build your premium gaso- 
line sales. 

In each advertisement, the Smart Bird— 
your premium salesman—points out to the 
American motoring public the advantages of 
using your premium gasoline. He tells how it 
protects against “knock’’. . . how its higher 
octane rating delivers full power . . . how it 


insures greater all-round pleasure and value. 

These advertisements help to keep today’s 
premium buyers sold . . . help sell non-premi- 
um users . . . and educate tomorrow’s gasoline 
buyers. They make your own brand advertis- 
ing more effective. 

This year Ethyl’s advertising will continue 
to help the oil industry build the important 
premium-gasoline market—as it has for more 
than 30 years. 


ETHYL CORPORATION 


NEW YORK 17, N. Y. 
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Make field repairs quickly with 
this simple attachment of hose to 
KAMLOK shank type adaptor and 
coupler by using hose clamps. Leak- 
proof, light weight, easy to handle. 


ALL KAMLOKS COUPLEYAND UNCOUPLE 
INSTANTLY REGARDLESS OF HOOK-UP 


2735 COLERAIN AVENUE 
CINCINNATI 25, OHIO 


BRONZE-MONEL- ALUMINUM: STAINLESS STEEL 
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THEN 


The first successful plane, 
developed by Wilbur 
and Orville Wright, took 
off December 17, 1903. 
On this famous flight 
Mobiloil protected the 
engine of the Wrights’ 
tiny biplane. 


Early racing champion, 
Ralph DePalma, drove 
to fame on old-time dirt 
tracks. In 1915 this 
two-time National AAA 
Winner set Indianapolis 
Race record of 89 mph 
with Mobiloil! 


1909 Blue Ribbon Holder, 
H.M.S. Mauretania, 
held the North Atlantic 
speed record for 22 years. 
Like every Blue Ribbon 
winner since, she was 
protected by the makers 
of Mobiloil! 


The first Diesel engine 
was developed in 
Germany in 1897. 
Rudolph Diesel, the 
inventor, solved his 
lubrication problem with 
special oils developed 

by the makers of Mobiloil! 


atio 


NOW 


Today’s modern planes 
fly thousands of non-stop 
miles ... travel coast to 
coast in hours. 

Socony Mobil helped 
make this rapid progress 
possible by continually 
developing the right 
fuels and lubricants. 


1955 Indianapolis 
Winner, Bob Sweikert, 
averaged a sensational 
128.209 mph to win 
this 500-mile classic. 
He relied on Mobiloil— 
first choice of more 
drivers than any other 
brand. 


World’s First Atomic 
Powered Submarine, the 
“Nautilus,” is dramatic 
evidence of a new age. 
Socony Mobil supplied 
the Gargoyle Marine 
Oils that helped in the 
development and 
operation of this 
undersea marvel. 


Modern industry’s new 
trend—manufacture 
through automation— 
depends on precise 
hydraulic control. 
Majority of automated 
plants call on 

Socony Mobil’s 

89 years’ experience. 





SOCONY MOBIL OIL COMPANY, INC. 


and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


Makers of 


Mobiloil—World’s Largest- Mobiloil Special —America’s Most 
Selling Motor Oil Popular Year-’round Motor Oil 








BALTIMORE 18, MARYLAND—1914 North Charles St. + MILWAUKEE 1, 
WIBCONBIN of ‘oud Farst Se = KANBAS Gr Y 1h, MIBGOURI #28 ‘Grand “ave. +"D ag ABs sy Saute &,, 5 1 
414@ Lindell Blvd. « DALLAS 1 cunAnMegeiis Petrdoam, Oe. Magnolia Building ert ch OAL Sard Fae Cup, iS Flower 
‘Bocony Mobil maintains many remy other conveniently loeated service offices to give you close and fast esoperation. 
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GO-BETWEEN 


W HILE tracking down a story, NPN fell into a liaison role 
between the oil and automotive industries in a special 
test that may interest many marketers. 

Our automotive editor, Holger Ridder, was told by auto- 
motive engineers in Detroit that frameless cars would force a 
drastic change in the design of automotive lifts. The present 
frame contact hoists, they said, wouldn’t work satisfactorily. 
If true, this would have a heavy impact on retail oil 
marketing—thousands of hoists (at about $700 a unit) might 
gradually become obsolete as the frameless cars replaced the 
old. 

NPN solicited a hoist-maker’s views. He told us that frame 
contact hoists would be able to accommodate the unitized 
automobile bodies. Proper use of adaptors would assure this, 
he explained. 

Meanwhile, Holger discussed the matter at American 
Motors, makers of Nash, Hudson and Rambler, the only 
unitized bodies on the road. The company had no concrete 
data on the hoist experiences of its cars. So, thought Holger, 
why not run some tests to find out how frame contact hoists, 
with adaptors, perform under specified conditions? Both 
American Motors and Globe Hoist Co. responded to the 
suggestion, and a pilot test was staged. 

To get more comprehensive data, more extensive tests were 
proposed; and several more lift-makers were invited to 
participate. Last month, the tests were conducted. 

I won’t keep you in suspense. The general conclusion was 
that the hoists will work on frameless cars if the adaptors are 
properly used and the unitized bodies are not radically 
changed. But you’re missing a lot more helpful information if 
you don’t turn to page 112 and read Holger’s report. 

NPN is not in the business of promoting or sponsoring tests. 
In this case we served as a go-between to get information for 
our readers. But we are tickled about the good reaction. Most 
of the lift-makers and an American Motors representative 
commended NPN for its service. 

One hoist manufacturer remarked that it was silly—that the 
hoist-makers should have done the tests themselves. Perhaps 
so, but it looks as if we expedited them a bit. Another hoist 
maker said it would have taken the Institute much longer to 
arrange tests. 

The Institute, by the way, has invited Ridder to its annual 
meeting this month, to report on the hoist demonstration. 


HARRY WADDELL, publisher 





Simultaneous endurance tests 
can be run on several meters in 
this maze of pumps and pipes. 
At right of center is a new 4-in. 
650 gpm. Red Seal bulk plant 
meter through which more than 
35 million gallons have been 
pumped without appreciable 
change in calibration. Modern 
meter provers are shown in 
background. 


What Neptune’s Meter Proving Grounds 
Mean to You 


“Proving grounds” for petroleum meters had their begin- 
nings many years ago, when Neptune engineers first 
devised “round-the-clock” endurance tests. By compress- 
ing the long lifetime of a meter into a relatively short 
time, every detail could be examined quickly and pain- 
stakingly for unsuspected weaknesses. Newest step in 
Neptune’s continuing search for improvement is this Test 
Plant at Wallingford, Conn., capable of challenging the 
biggest meters made. 

Red Seal users have benefited in many ways. For 
instance, early tests proved that wear . . . and meter 
inaccuracy caused by wear . . . could be controlled if 
machining techniques were developed to a higher degree 
of precision than existed then. The tests guided us in 
pioneering the required new machining techniques, gaug- 
ing and quality control. They have helped develop many 
new materials, simpler, sturdier register mechanisms, 
high-flow Auto-Stop valves, and hundreds of other tested 
details. The results can best be summed up in Red Seal’s 
nation-wide record for sustained accuracy and low 
maintenance. 

You can select with confidence Red Seal meters for all 
your tank trucks and bulk plants . . . for accuracy you 
can bank on. 


NEPTUNE METER COMPANY 


19 WEST SOth STREET + NEW YORK 20, N. Y. 
Branches in: ATLANTA * BOSTON * CHICAGO * DALLAS * DENVER 
NO. KANSAS CITY, MO. * LOS ANGELES * LOUISVILLE * PORTLAND, ORE. 
SAN FRANCISCO (Millbrae) 

CANADIAN FACTORY: NEPTUNE METERS LTD. 

1430 LAKESHORE RD., TORONTO 14, ONT. 





Neptune’s new Test Plant sim- 
ulates actual conditions of pe- 
troleum bulk plants . . . it's 
practically a complete bulk plant 
in itself. With extensive me- 
chanical and metallurgical test- 
ing facilities at Neptune’s main 
factory, it gives Red Seal users 
benefits of finest liquid meter 
proving grounds in the world! 





Accuracy, viscosity, pressure- 
loss, and other operating tests 
are being conducted continu- 
ously on this equipment inside 
the building. New engineering 
data will be helpful to you in 
selecting and installing Red Seal 
meters most efficiently. 








Thirty of these Neptune testing 
units are strategically located 
throughout the country for check- 
ing and calibrating tank truck 
and bulk plant meters. They are 
supplemented by portable test- 
ing equipment. Though they 
don’t serve a “proving grounds” 
function, they are vital in keep- 
ing your meters always on 
the job. 





What Red Seal Meters are doing for others: 


Premera 


CALIBRATING UNIT Wa 


Where accuracy counts most: Guided by critical experience, the 
State of lowa has again selected Red Seals as the master meters in 
their new trailer-mounted calibration units... another expression of 
confidence in Neptune's sustained accuracy. 


yariVE GA 


1 gas DIVISION 


Flexible installation . . . ability to adapt in the field to right or left- 
hand or angle-type installations . . . is just one of many reasons 
Red Seal “compacts” are preferred for dual-metered tank trucks. 


“Our Red Seals have given us excellent performance . . . never any 
trouble”, says D. L. Besanceney, Operations Manager of Conserva- 
tive Gas Corp’n, New Hyde Park, L. I. In LP-Gas, too, Red Seal 
meters lead, with a meter designed specifically for the job. 


Accurate operating and stores records for railroads are After 17 years’ hard work in this Mt. Vernon, N. Y. bulk plant, nine Red Seals 
provided by Red Seal Print-O-Meters installed at refuel- still had original measuring chambers . . 


ling stations for Diesel locomotives. Modernized with Print-O-Meter registers, they're still on job! 


. some never opened for repairs, 
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IN PETROLEUM (Motor Oil and Gasoline Additives) 


IN CHEMICALS (Plastics) 


Rely on Enjay for top quality in your product, the kind 
that makes for growing demand and fast-paced selling. The 
Enjay Company supplies the petroleum, surface coating 
and chemical industries with a complete line of uniform, 
high quality petroleum chemicals backed by 36 years of 
proved results. You can also depend on Enjay for leader- 
ship in research and for expert technical assistance in 
developing new or improved products through chemistry. 
Next time, call Enjay for your chemical needs. 


10 











IN SURFACE COATINGS (Paint, Varnish, Lacquer) 


PETROLEUM 
PARANOX 
PARATONE 
PARAFLOW 
PARAPOID 
PARADYNE 
PARATAC 
PETROHOL 

Methyl Ethyl Ketone 
Dewaxing Aid 

Ethyl Ether 
Isopropyl Ether 
Reference Fuels 


RUBBER 
ENJAY BUTYL 
VISTANEX 


SURFACE COATING 
PETROHOL 91 
PETROHOL 95 
PETROHOL 99 

JAYSOL 

Secondary Butyl Alcohol 
Secondary Buty! Acetate 
Isopropyl Acetate 
Acetone 

Methyl Ethyl Ketone 
Dicyclopentadiene 

Ethyl Ether 

isopropyl Ether 
Naphthenic Acids 
Iso-Octyl Alcohol 

Decyl Alcohol 

Denatured Ethyl Alcohol 


CHEMICAL 
PETROHOL 91 


Ethyl Ether 


Acetone 
Metny! Ethyl Ketone 


36 successful years 
of leadership 
in serving industry 


Enjay Company, Inc. - 15 West 51st St., New York 19, N.Y. 
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NOJC Meeting 


To THE Epiror: 

Your report on the NOJC meeting 
is concise and very accurately reported 
in detail. 

It does seem that many oil jobbers 
today want to be able to call up some 
government agency and have all their 
ills cured. I guess that since I was 
raised in Missouri and taught pretty 
well to try to get my own house in 
order first, I can see many disad- 
vantages of calling on the govern- 
ment to help. 

I think that if and when we fight, 
we should fight among ourselves, as 
perhaps lots of big families do. But 
also, we should then present a solid 
front to the general public on various 
issues. 

I think a lot of this trouble has 
been caused by major oil companies. 
I also feel that a lot of it has been 
caused by our own ranks. In 
my humble opinion, these matters 
should be negotiated toward a satis- 
factory conclusion for all concerned. 
We all can realize how, under ration- 
ing, we did have government control, 
and much difficulty and inequality 
were involved. So it seems to me 
that depletion allowance and divorce- 
ment as used by some is perhaps a 
club. I do not believe that we can 
club the major oil companies into 
any kind of agreement. They are 
more powerful, have more financial 
backing and brilliant men at their 
command. So I believe that our next 
step would be to convince them that 
we are better marketers and better 
representatives, certainly needed by 
the oil industry. 

MELVIN HALL 
President 

Melvin Hall Oil Co. 
Noel, Missouri 


10:1 Compression 


To THE EpIToR: 

I think Mr. Ridder (Packard’s 10:1 
compression ratio, Dec. ’55, p. 40) 
has brought out some of the confusion 
that exists in nomenclature with re- 
spect to gasoline. Time will tell 
whether the owners can operate on 
“regular” gasoline. What is “regular” 
gasoline, anyway? Packard interprets 
it to mean “premium” grade octane 
sold at the “regular” price. But I 
presume that not all gasoline sold 
at the “regular” price will satisfy the 
Packard engine. 


In the long run it will all come out 
in the wash and the car owner will 
shop around until he finds the gas- 
oline that works well in his particular 
car regardless of what we call it. 
The proof of the pudding is in the 
eating. 

J. M. CAMPBELL 

Technical Director 

Research Laboratories Division 
General Motors Corp. 

Detroit 


To THE EpiTor: 

The 10:1 compression ratio of the 
new Packard engine requires a high 
octane gasoline and is a step in the 
right direction as you forecasted in 
your September issue (“Exclusive 
Preview of 1956 Cars,” Sept. °55, 
p. 34), This is true for two reasons: 

1. There are many gasolines in 
highly populated areas in which the 
engine performs very satisfactorily 
with normal spark setting. We under- 
stand improvements are coming all 
along the line, so we like to be “first 
with the bestest.” 

2. The engine is so designed that 
the spark may be retarded to meet 
the lower octane gasolines. We feel 
the customer is better off with the 
10:1 compression ratio than if we 
had designed the car for the lower 
rated gasolines, particularly at part 
throttle operation, which comprises 
practically all driving. 

The matter of free enterprise and 
competition has been responsible for 
most of our improved products and 
we are sure this change will be in 
that direction. 

Your article, we feel sure, will be 
interpreted by many as pointing out 
the need for still better products. 

W. H. GRAVES 

Vice President of Engineering 

Studebaker-Packard Corp. 
Detroit 


To THE EpIToR: 

As you probably know, the octane 
requirements of cars have been up 
for discussion among the petroleum 





You are more than welcome to 
write—if you feel like criticizing an 
article, commenting on the news or 
putting your views on paper. 
Write to: 

Editor, 
National Petroleum News 


330 West 42nd St. 
New York 36, N. Y. 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


EVER-TITE 
Adapter and 
Coupler 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 
of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 
Coupling 


Dust Ca 
EVER-TITE Dust Protectors 
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' and automotive engineers for a great 
many years, and there still remains 
a great deal of work to bring this 
understanding together between the 
two industries. Mr. Ridder has indi- 
cated that the oil company octane 
requirements survey of 1955 Chev- 
rolet V-8 cars shows that 95% of 
these cars reguire from 96 to 99 
octane fuel to be knock-free. This 
information does not quite agree with 
our survey because of the owner- 
maintenance factor. If the cars are 
selected at random without any re- 
gard for the recommended adjust- 
ments, then the oil company method 
of rating is undoubtedly correct. If, 
however, the recommended adjust- 


F p 1 f ments are made to the car, eliminat- 

V ry rop 0 ing the owner maintenance variable, 
then the requirement is much below 
the one indicated by the survey. 


Ca Nl field p [ e MN (] Nl Further, the theoretical compression 


ratio does not necessarily tell the 


» a whole story. There are several factors 
V V otor Dil IS which affect the compression ratio 
that should be taken into consideration 


when the numerical compression ratio 
is discussed. These factors are items 
such as valve timing, induction sys- 
tems, mixture temperature, fuel dis- 
tribution and compression chamber 
shape. 

We tell our owners that the spark 
can be retarded for knock-free opera- 
tion on all our cars with regular fuel 
if performance is not a factor. We 
also indicate that the engines are 
designed for high octane fuel with 
improvement in efficiency if high 
octane fuel is used. When the higher 
octane fuel is used, it is recommended 
that the spark be advanced to a maxi- 
mum for knock-free operation. I 
know you recognize the discrepancies 
that creep into this entire problem. 
I feel that our dealers and owners are 
well enough instructed to be able to 
have knock-free operation of their 
cars, if they so desire, with the com- 
mercial fuels currently available. 

I thought I would like to pass on 
these comments to you because I 
know you are deeply interested in the 
relationship between our two great 
industries. You can be sure that we 
are aware of the many problems in 


IT'S YOUR BEST BUY IN SOLVENT connection with engines requiring ex- 
REFINED ADDITIVE TYPE MOTOR OIL tremely high octane numbers. We 


: ‘ certainly will continue to work ver 
Write, Wire or Phone Now for the Complete closely with the petroleum iadatey 


Quality and Profit Story. to make sure that the engines we 
produce will operate successfully on 


the available commercial fuel. 


CANFIELD OIL COMPANY Ewano N. Cott 


3 ‘ Chief Engineer 
General Offices: Cleveland 27, Ohio Chevrolet-Central Office 


PLANTS: Coraopolis, Pa., Cleveland, Ohio, Jersey City, N.J., Memphis, Ten: ang of General Motors Corp. 
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WE MAKE IT EASY FOR YOU 


6 Oey 


Dayton — « 
Thorobred 


ie 7 ees! 


There’s more to Selling Tires than 
meets the eye... 


THAT’S WHY we know it’s important to give you assist- 
ance on behind-the-scenes organization as well as supply 
you with sales aids and on-the-spot help in actual selling. 
Dependable management counsel, based on 50 years of ex- 
perience and leadership in the tire industry, is just one of 
the many extra advantages Dayton supplies in its complete 
tire marketing program which includes: 


e SENSIBLE, COMPETITIVE PRICING 
COMPLETE, HIGH-QUALITY LINE 
WRITTEN SERVICE GUARANTEES 
AGGRESSIVE ADVERTISING AND PROMOTION 
ATTENTION-GETTING SALES AIDS 
ON-THE-SPOT SALES TRAINING 
HELPFUL TBA FIELD MERCHANDISERS 


BETTER BUILT FOR SAFETY! 
The All-New Dayton Thoro- 
bred Premium Available in 
Tubeless and Tube-Type, 
Nylon and Rayon. 


Write, wire or call col- 
lect today, for more in- 
formation on the Dayton 
Franchise—the franchise 
that brings with it the 
practical backing you 
need to make tire sales 
profitable. 




















Dayton is one of the 
leading suppliers of TBA 
Products to the Petroll- 
eum Industry now serv- 
ing over 100,000 stations. 


© D. R. 1956 


D awit any Aubber 


YEARS OF PROGRESS 
Dayton Rubber Co., Tire Division, Dayton 1, Ohic 
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PROGRESSIVE ENGINEERING 
MAKES THE DIFFERENCE 


TYPICAL 
SPECIFICATIONS 


FRAME 
DIAMETER (INCHES) | 


FRAME 
LENGTH (INCHES) | 4:30 | 4.42 
| 


APPROXIMATE | 
WEIGHT (POUNDS) 
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DELCO-REMY DEVELOPS A NEW LINE 
OF CRANKING MOTORS FOR 
OUTBOARDS AND OTHER APPLICATIONS 


A new series of Delco-Remy cranking motors, with many new 
design features, is now available for outboards, garden tractors, 
power mowers and other similar applications. 


With a frame diameter of only 3 inches, an overall length of 
slightly over 5 inches when mounted, and a weight of about 
6% pounds, the powerful new motors will crank one-cylinder 
engines up to 15 H.P., two-cylinder engines up to 35 H.P., and 
four-cylinder engines of even higher horsepower. 


These four-pole, four-field motors, designed for both 6-volt and 
12-volt systems, may be powered by standard Delco batteries. 


Available now for original equipment applications, the new 
motors can be supplied with or without automatic drives and 
solenoid switches to meet varying requirements. They are yet 
another example of Delco-Remy leadership in electrical equip- 
ment ‘‘Wherever Wheels Turn or Propellers Spin.’”’ Manu- 
facturers of engines and power equipment are invited to write 
directly to Delco-Remy for complete information and engineering 
assistance on the application of these units. 


DELCO-REMY e« DIVISION OF GENERAL MOTORS + ANDERSON, INDIANA 


GM GENERAL MOTORS LEADS THE WAY STARTING WITH 


Delco-Remy 


ELECTRICAL SYSTEMS 
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7" Tri-Sure Reversible Spout 
New South American Plant 


The new Tri-Sure reversible 
assembly makes it possible 
for pail manufacturers to 
offer a utility container that 
their customers will demand. 











TRI- SURE S/A 
INDUSTRIA E COMERCIO 





Protected 
Reverses in transit 
for pouring - 





= i Tri-Sure _ 
The new Tri-Sure subsidiary, Tri-Sure S/A In- Lithographed Fittings 


dustria e Comércio, Sao Paulo, Brazil, supplies 
a complete line of closures for drums and pails. 








® 
Tri-Sure progress 
ra e : : ‘ 
is your protection rt rrp, <eegr o 
P on the caps. 
when you ship 
e 


drums, pails or cans Tri-Sure Offset Plug Wrenches 


These new Tri-Sure* products, all introduced 
in the past 12 months, are the outgrowth of 
research and tests that are constantly being 
made to maintain the utmost efficiency in 
Tri-Sure Closures and Service Tools. 


35 Years’ continuing search for improvements 
has provided important benefits to every user 
of Tri-Sure Products because drums and pails 
are protected by closures that have the most 
advanced features, provide maximum security, Designed for 2” and %" die cast and steel plugs. 
and are the last word in ease of operation. Hand rest enables head to be held down firmly 
while handle is turned. Offset handle keeps 
knuckles free of drum chime. 











Now more than ever, it will pay you to spec- 
ify Tri-Sure Closures on every order for drums, 
pails or cans—and to consult Tri-Sure sales 
engineers whenever you have a closure problem. 





Tri-Sure Heat-Resistant Gaskets 


*The “Tri-Sure’’ Trademark is a mark of reliability 
backed by over 35 years serving industry. 


for Tri-Sure Flanges and 
Plugs are further im- 


proved and have longer svn, 
ae re life. The new Hypalon 
Gaskets give improved 


auchaeomesis, gasketing qualities to en 
chemical products. FLANGE GASKET 


CLOSURES 


always specily Standard Buna Gaskets 





AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Inddstria e Comércio, Sao Paulo, Brazil 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1. London, England 
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Ahead of the News 


Detroit’s ‘57 Styles—Next year stacks up as a big one 
for new auto styles. Automotive tool and die shops are in 
the midst of their biggest rush of business, even greater than 
the one before the radical 1955 model changes. 


Watch Deep Rock—This is the year for Deep Rock’s big 
push on marketing expansion, say reports from Oklahoma 
City. Its biggest advertising and sales promotion budget 
has been okayed and new sites are being acquired. A new 
retail station design has been prepared. Key Deep Rock 
men are now established in their Oklahoma City quarters 
following merger with Kerr-McGee. They’re out to make 
Deep Rock a more potent marketing force (See p. 145.) 


New LPG Record?—Liquefied petroleum gas sales this 
year will outdistance 1955’s all-time high, predicts Phillips 
Petroleum Co. Sales topped six million gal. last year— 
a 17% rise over 1954. Domestic users accounted for nearly 
half of last year’s gallonage. House heating, Phillips men 
say, is the biggest single factor in domestic growth. Motor 
fuel use is also growing (up almost 23% last year). Pro- 
duction is expanding, too: 12 new plants are expected this 
year. Last year 22 were added. 


Octanes Up Again—Oil men will have to produce gaso- 
lines testing at least 105 octane research within the next 
five years to keep up with the auto industry, says a South- 
west major’s refining vice president. Despite predictions 
that the gas turbine is coming soon, his company looks for 
piston engines with steadily increasing compression ratios 
for the next few years. 


Dealer investment—An expanding supplier which once 
insisted its dealers invest in their stations, is modifying its 
policy. Now it signs up operators without the cash, on the 
basis of their potential alone. The company is planning 
to extend the policy—experience, it says, showed that not 
all prospects with money made good dealers, while some 
good prospects were eliminated by lack of funds. With 
$50,000 or more invested in a station, the company feels 
a little more risk is justified in order to get a good operator. 


New-Style Burners?—Redesigned oil burners and fur- 
naces may result in a year or so from tests by Esso Research 
and Engineering Co. Esso’s tests, which show increased 
efficiency in oil-burning units with slight design changes, 
still are in process. 
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Hands Off, 1CC—Truckers who pick up out-of-state oil 
products at a terminal and haul them within one state 
may get out from under Interstate Commerce Commission's 
jurisdiction soon. Shippers and transporters want intra- 
state status—state jurisdiction—for such hauls, and an 
examiner’s decision before the end of January may recom- 
mend just that. However, ICC can still be expected to 
assert jurisdiction when it can clearly establish that product 
started for one specific customer and “flow of interstate” 
was not broken by product going into terminal storage. 


Management Appetizers—Texas Jobber Leslie Neal 
may ask for short “junior” management institutes this year 
to whet the appetites of small jobbers and dealers for the 
longer “senior” sessions. Neal is thinking of asking Texas 
Oil Jobbers Assn. to conduct a series of these one-day 
“teasers” to reach the small operators in the field. 


Piston-Turbine Link?—A fuel injection device to sup- 
plant carburetors may fill the interim before the predicted 
switch from piston to gas turbine engines. Backers say it 
permits use of a wider cut of the gasoline fraction and can 
use fuel with a lower lead content because octane require- 
ment is lower. Smog researchers also are interested be- 
cause fuel injection may cut exhaust fumes by metering an 
exact amount of fuel to each cylinder. Claimed perform- 
ance advantages over carburetion are smoother idling, no 
vapor lock, better cold-weather starting, less oil dilution 
and greater fuel economy. 


Pay Hike or Strike—Oil refining will have to grant 
general wage increases by March 1 or face labor strikes, 
says industrial relations manager of a Texas Gulf Coast 
operator. Oil, Chemical and Atomic Workers International 
Union, which represents the bulk of refinery workers, has 
called for a pay hike already. This official expects OCAW 
to open negotiations any day, promising a strike within 60 
days if agreements aren’t reached. 


OK for Canada Gas—Federal Power Commission ap- 
proval is expected any time now for Pacific Northwest Pipe 
Line Corp.’s plan to bring Canadian natural gas into the 
U. S. Application calls for Pacific Northwest to import 
250,000 Mcf/d and get another 50,000 Mcf/d through an 
exchange involving El Paso Natural Gas. Co. 


For More Ahead of the News > 


17 





= ahead of the news 


Marketing Scholarships—Texas jobbers may study the 
idea of giving one or two college scholarships to high school 
seniors interested in wholesale or retail oil marketing. Idea 
behind the move (proposed at Texas Oil Jobbers Assn. 
management institute in Houston) is to show- students taking 
distributive education courses that oi] marketers are inter- 
ested in them and need them. 


Unbranded Quality—Unbranded jobbers are becoming 
quality-conscious, says the sales manager of a Texas inde- 
pendent refiner that caters to them. He says some are de- 
manding premium gasoline of 97 or 98 octane to compete 
with majors. Gulf Coast non-branders, he says, want to 
build their reputations and gallonage on quality as well as 
price. 


Truckers Merging—One big trucking trend is the pur- 
chase of tank truck companies by major dry freight firms. 
Freight companies find the tank lines are good investments. 
Latest on the list is purchase of R. B. Wilson, Inc., Denver 
tank trucker, by Denver-Chicago Trucking Co. 


API Station Tours—A tour of representative retail sta- 
tions will be part of every future program of the API 
service station advisory committee. The excursion was 
inaugurated at San Francisco last November, and was so 
educational members agreed to make it a regular policy. 


Braking by Radar?—Latest possibility in Detroit's 
safety-extra parade is a radar-controlled brake for passen- 
ger cars. The radar control would apply the brakes auto- 
matically when the car approached within a certain dis- 
tance of an object in its path. Distances would vary with the 
speed of the car. The project has some bugs now, but Motor 
City interest seems to be running high. . 


Centralized Farm Luber— An automatic lubricator 
for farm equipment may be a future time-saver for farmers. 
Owen L. Bandy, Lincoln Engineering Co., says centralized 
lubrication would be ideally suited to farm machinery. 
“Down time” would be slashed or eliminated, he says, 
enabling round-the-clock work with pauses only for re- 
plenishing fuel and changing operators. 


‘Custom’ Nash V-8—Nash will have its own V-8 engine 
soon, possibly in time for 1957 models. Nashes and Hud- 
sons now on the road are powered by engines bought from 
Packard. 
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OHI Fact Campaign—Oil-Heat Institute’s distribution 
division hopes to have its education program rolling by 
June, when it will be armed with the first part of a series 
of 12 sound film strips for showings at chapter meetings. 
Four service manuals will be ready sooner. The first two— 
on fundamentals of combustion, heating oil and oil burners, 
and servicing and installation of equipment—are due this 
month. ; 


Student Plan Tabled—Move to create an API staff 
set-up to handle a distributive education program has been 
stalled—though technically the matter was tabled for 
three months. API’s general marketing committee proposed 
an $82,500 appropriation to expand and co-ordinate existing 
DE programs, aimed at pulling young men to oil marketing. 
API’s budgeters wanted time for study because of some 
opposition. Some sources say the plan is on the hook for 
at least a year. 


Stronger Station Group—aA stronger central organiza- 
tion is in the works for Texas Service Station Assn., which 
is having trouble getting recognition from national retail 
groups. TSSA, made up of many sub-units, still is split into 
districts, but policy made by district directors is enforced 
by state headquarters. Members also pay state dues directly 
to central headquarters. 


Coming: 14-in. Wheel—Bets are down for the 14-in. 
wheel on 1957 cars. They may not be on all models by 
then, but stragglers are sure to fall in soon after. One 
rubber company is already making changeover plans. 


Nix to Dealer Rules?—Prospects look dim for Federal 
Trade Commission trade practice rules to halt alleged 
abuses against independent service stations. All segments 
of the industry must agree to the rules and major suppliers 
probably won’t concede some of the dealers’ demands. But 
a public hearing on such a list would give the retailers 
another chance to air complaints—which may be what 
they’re after. 


Testing De-Emphasis—API’s oil marketers have agreed 
to de-emphasize marketing at the annual meeting—and 
give more weight to the mid-year marketing session—but 
it’s strictly experimental. Feature marketing attraction of 
the last annual meeting was Robert L. Minckler, General 
Petroleum president. His talk on dealer-supplier relations 
was so popular that meeting officials wondered momen- 
tarily whether the de-emphasis decision was wise. After 
testing it, they'll make up their minds. 
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MONTHLY PETROLEUM STATISTICS 
Primary stocks (Last Day) 
Finished and unfinished gasoline on bbl.) . 
Distillate fuel oil (thous. bbl.) . a fot 
pe” Es a ee 
Residual fuel oil (thous. bbl.) ................... 
Crude oil—B. of M. (thous. bbl.) SA Ge 


Refinery Activity 


Crude runs to stills (thous. bbl. daily). - 
Foreign crude included (thous. bbl. daily) . eae 
% of refinery capacity operated Tope 


Refinery Output 


Gasoline (thous. bbl. daily) . 

Kerosine (thous. bbl. daily) 

Distillate fuel oil (thous. bbl. daily) ......... 
Residual fuel oil (thous. bbl. daily) . . 


Crude Supply 
U.S. crude oil production (thous. bbl. daily) 
Crude oil imports (thous. bbl. daily) 


* Through Dec. 2, except crude stocks—Dec. 3. 


MONTHLY MARKET TRENDS 





Exports of crude and refined products (thous. bbl... r- 
Average station gasoline price, ex tax (¢ per gal). 
Gasoline consumption (million gal.) 
Service station permits (number). 
Passenger cars—domestic shipments (thous.) eo 
Trucks and buses—domestic shipments (thous..) .. 
Automotive replacement tire shipments (thous.). 
Replacement battery shipments (thous.) 
Oil burner shipments (thous.) . 
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Petroleum products in secondary storage (thous. bbl.) 


Source of Data: API Weekly Reports, except 1954, Bureau of Mines. 


3,852 

330 
1,782 
1,193 


6,836 
392 


Latest Month 
57,212 (Sept.) 
11,154 (Sept.) 

21.26 (Nov.) 

4,987 (Aug.) 

946 (June) 
492 (Oct.) 
82 (Oct.) 

5,170 (Sept. ) 

3,045 (Sept.) 
108 (Sept.) 





ATO 


NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ a gal.) 
Dec. Nov. Dec. 
1955** 1955 1954 
Gasoline 11.81 11.81 11.22 
Kerosine 10.42 10.35 10.56 
Distillate 9.01 8.93 9.06 
Residual 4.89 4.84 4.08 
4 principal 
products 9.24 9.22 8 
Lube oil 20.34 20.28 16 
Crude at 
well ($ 
per bbl.) 2.83 2.83 2.81 
* Weighted average price, prin- 
cipal markets. 
** Through Dec. 2. 
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Nov. Dec. 
1955 1954 
157,059 155,400 
141,609 108,144 
33,534 27,826 
44,410 52,105 
257,711 258,385 

7,664 7,238 
828 712 
91.9 86.2 

3,756 3,515 
333 381 

1,683 1,668 

1,175 1,187 

6,831 6,394 
820 729 


Previous Month Year Ago 
54,005 54,871 
12,898 9,125 

21.43 21.28 
4,862 4,560 
972 884 
459 215 
77 49 
5,980 4,533 
2,777 2,728 
101 103 
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Demand at 14 Million b/d by 1965? 


HE RATE of growth in petroleum 

demand in the next decade will 
be nearly as large as it has been in 
the past ten years—if the upswing in 
U.S. industrial economy materializes 
as many economists are now fore- 
casting. 

The oil companies, by 1965, may 
be called on to supply oil products in 
volumes of 13-14 million b/d, to meet 
the needs of more cars on the high- 
ways, more homes heated with oil, 
and other uses of a growing popula- 
tion with higher living standards. 

The projected demand, by 1965, 
will be more than twice the consump- 
tion of petroleum at the end of World 
War II (see chart). Oil use jumped 
from a 5,358,000 b/d average in 1945 
to 8,674,000 b/d in 1955, a gain of 
62%. Growth in demand from the 
1955 volume to 14 million b/d in 
1965 would be near 62%; to 13 mil- 
lion b/d would be a gross rate of 
nearly 50%. 

The prediction of an over-all petro- 
leum demand of possibly up to 14 
million b/d comes from the petroleum 
economics department of the Chase 
Manhattan Bank, New York. It was 
presented before the American Petro- 
leum Institute in San Francisco by 
John G. Winger, Chase Manhattan’s 
petroleum economist. 

Several approaches were used by 


the bank economists in setting up their. 


forecasts of petroleum demand by 
1965. Results of their study of over- 
all energy requirements indicated oil 
use of 13-14 million bbl. Studies of 
the end use of individual products in- 
dicated a demand ranging between 
12.4 and 14 million b/d. 

The bank’s studies were carried for- 
ward only one decade on the assump- 
tion that by the end of the next ten 
years nuclear fuels will become a sig- 
nificant factor in the creation of 
energy in this country. 

The Chase bank’s estimates of pe- 
troleum requirements by 1965 are 
considerably more optimistic than 
views recently expressed within the oil 
industry. These estimates placed do- 
mestic demand in 1875 ata 12-13 
million b/d average. This would mean 
a significant slowdown in the annual 
rate of growth in demand from the 
postwar decade. 

Considerable weight is now being 
given the view that the rate of appli- 
cation of new technological develop- 
ments in industry generally, plus 
faster growth in population (among 
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other factors), will maintain the cur- 
rent upswing in the general economy. 
Following the present trend, petro- 
leum will supply a larger proportion 
of our total energy requirements in 
the 1956-65 decade. 

Winger supported his high forecast 
by referring to long-range forecasts 
made in the past, either by industry 
people or by outside authorities. 
“They all have one point in com- 
mon,” he said. “They were much too 
conservative. While there may have 
been some, we are aware of no earlier 
long range prediction that has ex- 
ceeded or even approached the actual 
demand.” 

Referring to the 1946-55 decade, 
he said no one foresaw such vigorous 
growth of the population and of the 
over-all economy as has actually taken 
place. “Many falsely reasoned,” he 
said, “that once the pent-up demand 
of World War II was satisfied, further 
growth would proceed at a much 
slower pace. We did not envision 
motor vehicle registrations reaching 
61,000,000 by 1955. And the same 
holds true for other petroleum-con- 
suming equipment.” 

The outlook for natural gas mar- 
kets will have an important bearing 
on the future level of oil demand. 

There is no question that gas will 
provide vigorous competition for 
liquefied petroleum in the future, said 
Winger. “We do not see how the mag- 
nitude of such competition can be 
estimated with any degree of reliabi- 
lity so long as the future availability 
of gas remains in doubt. Its current 
regulated status greatly hinders the 


NATIONAL PETROLEUM NEWS °¢ January, 1956 





forecasting of further gas discoveries.” 

Winger emphasized several “plus” 
factors that cannot be measured ac- 
curately, but which nevertheless have 
an important bearing on the growth 
of petroleum demand: 

e “What are the implications of 
continuing toll road construction? 

e “What might this linking together 
of various sections of the country 
mean in terms of increased motor fuel 
use? 

e “Suppose our national road pro- 
gram should start rolling? 

e “What might be the effect on the 
nation’s energy requirements if a 
majority of our homes were to be 
equipped with air conditioning? 

e “And what about the growth of 
non-energy applications of petroleum 
such as petrochemicals? 

e “What might be the effects of 
continuing shifts of populations and 
industry? 

e “How about the rising standards 
of living, the growth of middle income 
families and more leisure time? 

e “And the ambitious expansion 
plans of other industries?” 

Economists and business men and 
government agencies are now coming 
out with striking data on what the 
national economy will be through the 
next decade. Total output of goods 
and services, they say, will be $600 
billion; our population will top 190 
million; there will be 56 million fami- 
lies; consumer spending will be $360 
billion. If that view is correct, the oil 
companies are warranted in raising 
their sights on their sales in the years 
ahead. a 















Use this faster way 


to make safe deliveries 
to underground tanks 


| * 
EWER-TITE 
"99" Coupler 
with Sight Gauge 


ou can get faster, safer tight-fill deliveries to 
underground storage tanks by using the Ever- 
Tite No. 99 Coupler with full 3” I.D.—acoupler 
that is so adaptable that it meets every tight-fill 
delivery requirement, and can be used with a 
97 Twisting Cap manhole as small as 614” in diameter. 
An outstanding safety feature is the specially 
designed sight gauge which shows from every 
angle that delivery has been completed —a valu- 
— able safeguard against loss of product. Coupler 
97 Locking Cap is made with male or female threads or adapter 
Can be pediocked for standard Ever-Tite Coupler as shown. 


Easy To Use 

This 3” Ever-Tite “99” Coupler is used with 
any of the Ever-Tite “97” Adapters pictured 
below, which also are full 3” ID. in 3” and 
' larger sizes. Until No. 97 Adapters have been 
97 Adapter installed on fill pipes, loose fill down spouts 
with brass tubes, pictured below, are available 

No. 97 for use with the same 3” No. 99 Coupler. 


wusnuuuuulVi, 





z 


77777 VY) 
Y 





To operate, just push the coupler onto the 
adapter and press down the push rod which 
locks the coupler tightly to the fill. After deliv- 
ery, just raise the push rod, remove the coupler, 
and replace the water-tight cap. The push rod 
can also be used as a carrying handle. The same 
operation applies to down-spout units. 


Reduces Operating Costs 
The Ever-Tite No. 99 Coupler is made of high 
tensile aluminum, with bronze push rod and 
cams. Extremely light, yet rugged and sturdy— 
your assurance of long, trouble-free service. 
Ask your distributor now, or write for full 
information. 


Ever-Tite *The Ever-Tite Trademark is a hallmark of dependability in fittings 
Fill Cap for the petroleum industry—proved by 17 years of pre-eminence. 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 


3" 3” 3” 
3” LP.T. 2%" 1.P.T. 2” 1.P.T. 
"97 Adapters for Ever-Tite “99” Coupler 
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Ever-Tite 
“99” Coupler q 
3” Fill 2%" Fill 





STOP LOSSES 








Operator prepares to reset register on 500 gpm 
Rotocycle meter and open automatic valve follow- 
ing delivery of 3500 gallon load to tank truck. 
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SAVE TIME 


“Topping-oft’ Loads 


Rockwell £070CVC/E Meters 
With MULTI-STAGE QUANTITY CONTROL 


Give “‘On-the-Nose’’ Measurement and Smooth Automatic Shut-off 


This efficient Rockwell meter-control 
system will save time, money and effort 
for all who load tank trucks or tank 
cars. It provides an accurate shockproof 
way to automatically shut off flow after 
a pre-selected quantity of lading has 
been measured. The systematic method 
it offers for tapering flow when ‘“‘top- 
ping-off” a load prevents errors com- 
mon to manual operation. And, since 


the automatic valve closes in three (3) 
smooth successive stages, there can be 
no destructive water-hammer or hy- 
draulic shock. 

Rockwell Rotocycle Meters with 
built-in Quantity Control are available 
in sizes from 2-in through 6-in with a 
capacity range of from 20 gpm up to 
800 gpm. Steel cases are furnished for 
refineries. Write for bulletin OG-454. 


ROCKWELL MANUFACTURING COMPANY 


Pittsburgh 8, Pennsylvania 


Atlanta Boston Charlotte Chicago Dallas Denver Houston Los Angeles Midland, Tex. New Orleans 
New York N. Kansas City Philadelphia Pittsburgh San Francisco Seattle Shreveport Tulsa 
In Canada: Rockwell Manufacturing Company of Canada, Ltd., Toronto, Ontario. Caracas, Venezuela 





HOW IT WORKS 


Model illustrated is 2BL meter-control for smaller flows down 
to 20 gpm. Operation in all sizes is as follows: (1) Pre- 
determining register is first set to the quantity desired (2) 
Latch Box then transmits closing action (3) Multi-stage Valve 
systematically shuts off flow in three smooth stages. 


HOW IT PERFORMS 


ia 


RATE OF FLOW 


GALLONS PER MINUTE 


STATIC PRESS 
| is minimized and 
smoothed 


rowing Sut by we of the 


quantity 
control valve on 
Rotocycie meters. 
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GOODALL 
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“Lile -Flee” FIRE HOSE 


GREATEST ADVANCE IN FIRE HOSE CONSTRUCTION IN OVER 
HALF A CENTURY! AMAZINGLY LIGHT, STRONG, FLEXIBLE! 


Here’s the new hose that completely changes all pre- 
vious conceptions of weight, strength, flexibility and 
bulk in fire hose for Oil Refineries, Chemical Plants 
and other installations where oils, chemicals, greases 
and other deteriorating agents are present. Less than 
half the weight of regular neoprene covered hose, it 
has a much higher burst pressure rating, and its flexi- 
bility far surpasses any other conventional fire hose. 
The vast difference in bulk between “Lite-Flex’’ and 
regular neoprene covered hose is illustrated above—a 
100' coil of “Lite-Flex’’ compared to a 50' coil of 
standard neoprene covered. 


The very thin, lightweight jacket combines high- 





GOODALL RUBBER COMPANY Date 

446 Whitehead Rd., Trenton 4, N. J. 

[_] Send Complete Information on (_] “LITE-FLEX" [_] “SYN-FLEX” 
(_] Send Representative With Samples 


c — 
Addr 
Ci ty. Zone. State. 




















tensile fibres by a special weaving process that pro- 
vides exceptional strength, with highest resistance to 
pressure, wear and rough handling. A cover of gray 
latex assures long-lasting protection from chemicals, 
oils, greases and moisture penetration. 


“Lite-Flex” is fully rubber lined . . . seamless, multiple- 
ply laminated, reinforced construction, with a smooth 
waterway to insure unrestricted flow. Sizes 1¥%2" and 
2%", in maximum lengths of 100 feet. 

* * * 


Where exceptionally high abrasion and/or chemical resistance 
is a factor, ask about “Syn-Flex” —a new hose similar in con- 


struction to ‘‘Lite-Flex”, but with a black ‘Synplastic”” cover. 







SEN 
aA « 
FIRES) HOSE - BELTING - FOOTWEAR - CLOTHING 
GBA) AND OTHER INDUSTRIAL RUBBER PRODUCTS 


GOODALL Ribber Company 


GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. 
Branches and Distributors Throughout the United States and in Canada 


$i GOODALL... a MUST te Gear!” 


Standard of Quality—Since 1870 





| 


24 
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Bright, clean stations like this 


get extra drive-in appeal with DULUX ! 


Good appearance is good business. An independent 
survey proves that it’s the bright, clean station 
that stops the motorist . . . wins the sale. More 
than 187,000 stations across the country compete 
for travelers’ attention, and forward-looking sta- 
tion owners find that a finish of Du Pont DULUX 
Enamel gives pumps and buildings the long-last- 
ing eye appeal that attracts customers. 


DULUX Enamel is chemically formulated to 
resist gas, oil and grease spillage—stands up 
against rough weather and hard knocks. And 
sparkling, eye-catching DULUX colors stay fresh 
and bright . . . gleam anew after every wipe-down. 
Why not let DULUX work for you? Make sure New Du Pont Masonry Block Paint Primer 


your stations get the extra drive-in appeal, the For a sales-winning finish on service stations made of rough- 
extra protection of a Du Pont DULUX Finish. Tesh asreun"s bent sme Euaitune aenecainan naraiene 

Send for free descriptive literature . . . saidiarun eaerp eno eoen tek axial ESR eae 
E. |. du Pont de Nemours & Co. (Inc.) . . . Finishes Division, p= gga ages a ut ae — 


Room 7010, Dept. NP-61 . . . Wilmington 98, Delaware customers in. 


mag 


Petroleum Industry Finishes 


Du Pont has the right finish for every petroleum-industry need — 


ALG.U.S. PaT.OFF. 
BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 





Guardian's 


=> Sensational 


Neu) FLUORESCENT FLOODLIGHT 


—— SERIES 9000 


for SUPERIOR Illumination | 


Here’s the first thoroughly reliable enclosed fluores- 
cent service station luminaire to incorporate the 
latest advances in the field of outdoor high-mounted 
flood lighting. Provides superior visibility, with a 
degree of comfort and ease of viewing never before 
attained. 

The Series 9000 blankets an extremely wide area 
with an abundance of white glareless light — the 
highest light output yet produced in a fluorescent 
lamp for outdoor use. Output actually increases up to ten percent in freezing temperatures 
because unit is enclosed. 

Sturdily constructed, with unusually low operating and maintenance costs (only 400 
watts per unit), and far longer lamp life, this modern design flood unit will revolutionize 
service station lighting practice. 

Constructed of welded die-formed aluminum, with specular reflector of Alzak aluminum 
sheet. Hinged, extruded aluminum frame utilizing Plexiglas or Alba-Lite glass suitably 
cushioned and sealed, encloses unit. High strength aluminum ¢asting is securely fastened 
to top of unit, with mounting arms and bracket to fit existing poles. Adjustment is easily 
made from horizontal to 10, 20, 30 or 45 degree positions. Completely wired, ready for 
supply connections in the field. 


Sketch features sound flood lighting practice for approaches, driveways and ramps. Guardian 
Series 9000 fluorescent floodlights mounted on 20’ or 24’ hinged poles bathe the entire area 
in a cool white light of excellent quality, providing a most favorable rendition of colors and 
complexions. Pump islands are lighted by Guardian fluorescent “T’ Lights. 





.- 


Write for new fully illustrated 
Bulletin 9000 and Catalog 
54-R for complete information 
on this luminaire. 





Guardian Light Company 


500 NORTH BOULEVARD + OAK PARK, ILLINOIS 
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SEG.U.S. PAT. OFF. 
BETTER THINGS FOR BETTER LIVING .. . THROUGH CHEMISTRY 








Fil TER- SEPARATOR 


removes water and dirt from... 


JET FUELS 
FUEL OILS 
KEROSENE 
GASOLINE 
SOLVENTS 



















TESTED BY U. S. GOVERNMENT 
Tested, and meets applicable per- 
formance requirements of MIL-S-254 
as modified and MIL-F-8508. 


Patent No. 2657808 
and others pending. 


8S 





CAPACITIES FROM 150 
THROUGH 600 g.p.m., 
based on jet fuel. 






The proved Bowser Filter-Separator operates automati- 
cally with highest efficiency even when “slugs” of water 
are encountered. Waste water is ejected to disposal line. 


epee 


ECONOMICAL, LONG-LIFE CARTRIDGES 
Water is removed by a Bowser-developed coalescing 
action using pre-densified Fiberglas. Dirt is removed by 
conventional filtration. Single-stage operation uses fewer 
parts, is trouble-free. Cover-lift permits one-man lift- 
out cartridge inspection. Low maintenance. Compact, 
A.S.M.E. construction. Durable, safe. Easily installed. 








Metal Cage 
Cap 


Perforated 
Metal Cage 


Cloth 
Outer Sleeve 


Cloth 
Cartridge Wrap 


Fiberglas 
Coalescing 
Medium 


Filter Medium 
Gasket 
In-Flow 






















Write for Bulletin Fig. 842 for Complete Specifications 


REGIONAL OFFICES: 
Atlanta - Chicago - Cleveland - Dallas « Kansas City - New York « San Francisco 





BOWSER, INC., 1301 E. Creighton Ave., Fort Wayne, Ind. 
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WAYNE 508 ROTARY 
LIFT PUMPS 


Equipped with Wayne ‘Service Proved’”’ 
multi-million gallon, internal gear type 
pumping unit with integral strainer and 
by-pass valve. Contained in streamline 
housing for above-ground use where it is 
easily accessible. Twin pumping units 
available. Capacity to 50 GPM. 


WAYNE 509 VERTICAL 
TURBINE PUMP 


For pit or above ground installations 
where heavy duty pumping and higher 
than average gallonage is required. Pro- 
vides more gasoline at higher pressures 
than any competitive or comparable pump 
on the market today—delivery rates, at 
usable pressures, of 60 to 70 GPM. 








AYNE 510 SUBMERSIBLE PUMP 


Designed to be installed entirely within the tank and operate at 
greatest possible efficiency where extreme lifts are required. Com- 
pletely sealed, explosion-proof, runs cooler, uses less power thereby 
reducing operating costs. Pump is weatherproof, tamper-proof 
and foolproof. 



















Wayne 


Remotrol 








REMOTE PUMPING SYSTEMS 


A System For trey Service 


a Service trom lrety Pump 


One remote pumping system cannot answer the needs 
of all stations. Service station requirements vary 
according to layout, location, storage facilities, gal- 
lonage, potentials and service needs. For the greatest 
operating efficiency and optimum performance re- 
mote systems must have a flexibility to meet require- 
ments. That is why Wayne offers you three different 
Remotrol Systems and “station-engineers’”’ them to 
your location requirements. 

Wayne engineers carefully study your station 
layout, taking into consideration location, storage 
facilities, stand-by service, number of dispensers, 


gallonage potentials and installation problems. Based 
on careful checks of all factors they recommend the 
best equipment for your station. 

Wayne Remotrol Systems have been performance- 
proved in leading service stations. . . made to pre- 
cision specifications of Wayne’s rigid quality-control 
system. All designed for economical operation . . . 
speedy service . . . to build the gallonage of each 
location. When you go remiote go Wayne for the most 
efficient operation of each location. Write for com- 
plete details to THE WAYNE PUMP COMPANY - 
Salisbury, Maryland 


e Lower Equipment Costs 

e Reduced Installation Expense 
e Less Maintenance 

e Greater Efficiency 
















t 
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SINCLAIR 


5-STAR 


DEALER alg 


Sinclair Dealer Demonstration Stations 


Offer Profitable Help to Dealers 


Dealer Demonstration Stations are another new, important feature 
in Sinclair’s 5-Star program of practical dealer assistance. 

Set up as “merchandising laboratories” throughout Sinclair’s marketing 
territory, these stations reflect actual dealer operations because 
they are 100% independent-dealer-operated. 


When other Sinclair Dealers visit these stations, they see successful 
merchandising and management ideas actually at work. They see how good 
personal selling, effective displays, advertising, service methods, etc., 
make extra profits. As a result, ideas derived from these practical 
demonstrations are used for the advantage of Sinclair Dealers everywhere. 


Dealer Demonstration Stations are just one part of Sinclair’s complete 
program to help dealers build a better service station business and 
increase sales. For full information on the Sinclair 5-Star Dealer Aid Plan, 
see your Sinclair Representative or write Sinclair Refining Company, 

600 Fifth Avenue, New York 20, N. Y. Ask, too, about the 

Sinclair TBA Franchise, featuring Goodyear, the greatest name in rubber. 


“Leads the industry in dealer assistance” 





Ask about Sinclair’ s br 


5-STAR’ Joe 


Dealer Aid Plan Z t 


(a part of the Sinclair Dealer Franchise) 


* Sinclair Retail Selling Plan 
*& Dealer Councils 

¥* Demonstration Stations 
¥* Dealer Survey 

* Dealer Conferences 


The Sinclair Franchise 
Builds Successful Dealers 
Because Sinclair Does More 


to Help its Dealers Make More 
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Beginni { 
RITICISM of the oil industry — both from 


‘N 
C within and without — has been bubbling 
toward the danger zone. All segments are 
affected, and one of the most sensitive 
marketing. A series of events indicates that 
industry leaders, by their acts, may allay the 
rising criticism by attacking problems that 
stimulate outspoken condemnation. 

Standard of Indiana announced a firm pricing 
policy on large commercial accounts: Indiana 
won't sell to them under the jobber price. This, 
in effect, puts a floor on commercial account 
prices for the first time. Indiana’s decision was 
motivated by a desire to demonstrate industry 
leadership. Its act has stirred up hope that a 
solution to the vexing discount problem will 
be hastened. (An up-to-date report on the 
outlook for a solution starts on p. 32.) 

Atlantic Refining set up a schedule of 
minimum retail prices and suggested that its 
dealers apply them. That’s as far as Atlantic 
can go. Law prohibits it from dictating or 
controlling prices, but it can suggest and 
recommend. Atlantic’s marketing vice presi- 
dent, Dwight T. Colley, realizes there is a big 
risk, that Atlantic dealers might be thrown 
into an untenable position if competitors take 
advantage of Atlantic dealers’ self-imposed 
minimum by going below it. Atlantic, too, 
was motivated by a desire to demonstrate 
leadership in an area where it is a strong 
marketer. Atlantic’s action concerns a differ- 


is 
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EDITORIALLY SPEAKING 


Home 


ent problem — depressed dealer earnings in 
price-war areas and dealer turnover. 

Out of these and other problems, anti- 
industry attitudes have sprung. This, in turn, 
is a problem which was outlined very clearly 
by Shell’s president, H. S. M. Burns, who said, 
in essence, that the industry “seems bent on a 
process of self-destruction through a series of 
internal reactions, and through the public 
ventilation of grudges as between one segment 
of the industry and another—all of which plays 
beautifully into the hands of those who would 
like to see the end of free enterprise and 
private industry.” 

To meet this problem, the industry’s public 
relations organization has shifted its approach. 
Up to now, it has concentrated on the general 
public in trying to tell the story of the in- 
dustry’s worth, its benefactions and its laudable 
achievements. Starting this year, though, the 
Oil Industry Information Committee (the in- 
dustry’s public relations organization) 
begin a campaign of “internal salesmanship.” 

Considering the extent of the industry’s in- 
ternal conflicts, OIIC’s added objective is 
timely. Because of strong feelings, though, 
the job will be a tough one. The effort 
will be abetted by demonstrations of industry 
leadership, such as those of Mr. Benton and 
Mr. Colley. A willingness to take the initiative 
offers reassuring evidence of an effort 
eradicate the causes of internal dissension. 





will 


to 





ry GENERAL 





Will Commercial Account Muddle 


® A complete solution is unlikely, but the 


problem may be cut down. 


® Some majors are announcing new policies, 


while others restate old ones. And there's more 


to come. 


@ Indiana Standard’s Dwight Benton started it 
with a new policy of ‘established prices’ for 


Midwest commercial accounts. 


e Standard’s move is widely described as a ‘step 


in the right direction, but most jobbers say it 


doesn't go far enough . 


ONE MIDWESTERN jobber’s com- 
ment is typical: “For the first time we 
have an established price. Now if 
someone cuts the price, you can point 
your finger at him. You couldn’t do 
that betore. But even so, Indiana 
Standard’s move doesn’t go far enough. 
[he other majors who have jobbers 
must set up a price structure so the 
jobber can compete.” 

This is the new policy set by Stand- 
ard, the Midwest market leader: 

e The company refuses to sell com- 
mercial accounts below jobber cost. 
The price will not be posted. 

e It “reserves the right of continu- 
ing to meet competition” on accounts 
of “impressive size.” This means ac- 
counts usually too large for jobbers 
to handle, says Indiana. 

e It will not take a tank wagon 
account away from another supplier 
and convert it to tank car or truck 
train basis. 

Indiana Standard, virtually a direct 
operation, said it had not formed the 
policy for its own few jobbers (about 
15), but in response to jobber com- 
plaints generally. Indiana’s real pur- 
pose was to take the lead in solving 
intra-industry problems. 

Most jobbers applauded the new 
policy. But they were quick to add 
that companies with a bigger stake in 
jobber operations than _ Indiana’s 
would have to go a step further and 
provide a “competitive” differential. 

“How can a jobber sell at his cost?” 
asked one distributor. 

Shell Oil Co., which markets coast- 


32 


to-coast, has come out with a new 
policy designed to improve the job- 
ber’s situation. A 1950 Shell policy 
had the same aim, but reportedly lost 
Shell some commercial business. 

Two Indiana subsidiaries, Pan Am 
Southern Corp. and Utah Oil Refining 
Co., also made policy statements. 
Their policies, they said, were based 
on principles similar to Indiana’s. A 
third subsidiary, American Oil Co., 
had no comment. 

Sinclair Refining Co. said its policy 
was similar to Indiana’s, adding “we 
have tried to live with it.” Frontier 
Refining Co. announced it would 
shortly adopt a policy like Indiana’s. 
Phillips Petroleum Co. said it already 
had one. 

Standard Oil Co. (Ohio) empha- 
sized that it has granted jobbers a 
favorable differential on commercial 


accounts for some time. Atlantic Re- 
fining Co. restated its policy of a 0.5¢ 
differential. 

Esso Standard Oil Co., however. 
has Eastern marketers puzzled over 
its commercial account policies. Esso 
has extended throughout its marketing 
area a distillate fuel differential of 
0.15¢ gal. above the jobber price. But 
it also disclosed a new gasoline policy, 
started a year ago because of the loss 
of an estimated 100 million gal. an- 
nually. Esso now tries to hold com- 
mercial gasoline accounts even if it 
has to “quote unattractive prices to 
do so,” and seeks new business that 
will “yield a profit” for marketing and 
manufacturing divisions. 

Fifteen of 24 suppliers contacted 
by NPN made policy statements of 
some sort. The rest withheld com- 
ment. 

Jobbers have been encouraged by 
action so far. Now they’re waiting to 
see whether marked improvement de- 
pends on stronger action—such as a 
specific differential. 

However, unless the differential 
principle is accepted on a large scale. 
the jobber’s position probably won't 
be improved much. Companies that 
do set a differential will risk losing 
business to those that don’t. 

Hanging in the balance is a threat 
by National Oil Jobbers Council to call 
for a Congressional probe of oil's 
27.5% depletion allowance. 

Miles M. Mills, Sr., chairman of 
NOJC’s economic concentration com- 
mittee, says Indiana’s policy is “just 
one of numerous steps that must be 
taken before the committee backs 
down on its demands.” But Mills be- 
lieves other suppliers must and will 
follow Indiana’s lead—and that some 
will be “even more liberal.” 


Supplier Reaction: ‘Good Move,’ ‘So What? 


The Indiana Standard announce- 
ment produced varying reactions 
among suppliers across the nation. In 
Indiana’s own marketing territory 
there was general approval. 

“We were happy to see this,” said 
one Midwest marketer. “That has been 
our policy for years. I believe other 
companies will follow. Some probably 
would have already, but since Indiana 
Standard is recognized as the ‘leader,’ 
couldn’t afford to. Now, companies 
in that territory who do not move 
might run the risk of losing their job- 


bers to the ones who do.” 

One company man _ said, “We 
haven’t been underselling our jobbers, 
anyway, but whatever Indiana does, 
we will have to fall in line.” 

Most Midwestern marketers agreed 
that the jobber needed a differential. 
Jess Knowles, marketing vice presi- 
dent of Skelly Oil Co., said, “The 
going price for commercial consumer 
transport deliveries should be 0.5¢ 
gal. above the jobber price. That’s no 
more than fair. The jobber won’t be 
able to make a profit unless he can 
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work out an arrangement with his sup- 
plier to buy products at a lower price.” 
From the West Coast came adverse 
reactions. Scoffed one major marketer, 
“If I was Indiana Standard I would 
have either thought of something bet- 
ter than that to say or I would have 
kept my mouth shut. After all, what 
are they saying except, ‘we are going 
to offer your customers the same price 
we are giving you, except for some: 
and we are going to give them a better 
price.” This is just an announcement 
of what they have been doing. I'd call 
it a slap in the face of the jobbers.” 
Most Eastern marketers avoided di- 
rect commentary on the Indiana 
policy. But one asked, “What’s the 
advantage to the jobber? If the price 
to the commercial account is the same 
as the jobber’s price, doesn’t that 


legislate him out of the business? He 
might hang on at a 1¢ or 1.5¢ margin 
over his cost—but at cost, the jobber’s 
position is hopeless. We have the same 
situation here in the East, only worse.” 

Some companies offered statements 
of their own policies, without relating 
them to Indiana’s. Said Frank R. 
Markley, marketing vice president of 
Sun Oil Co.: “It has always been 
Sun’s policy not to take any commer- 
cial business in areas where our whole- 
sale distributors operate. Our distrib- 
utors have exclusive franchises.” 

And D. P. Clark, general manager 
of direct sales of Gulf Oil Co., said: 
“Gulf policy has been and will con- 
tinue to be that prices on consumer 
business not be lower than (prices to) 
the jobber, except when necessary to 
meet competitive conditions.” 


Jobber Reaction: ‘Wonderful Start, But .. .' 


Jonbers registered wide differences 
in opiniun. Many were confident, like 
Miles Hall of Duluth, Minn., NOJC 
sec’etary-treasurer: “The important 
thing is that Indiana Standard has 
made an attempt to stabilize the price 

. once you get a pattern set, you 
can change the arithmetic of the pat- 
term a little bit in the future.” 

Russell Williams, Jr., Indianapolis: 
“It won't solve the problem 100%, 
but ther you hardly ever do. Now the 
johber has a fighting chance to work 
with kis supplier in obtaining some 
commercial business and still realizing 
a decent profit. If the policy eliminates 
the vicious price-cutting of the past. 
the jobber will be only too happy to 
forget about going to the government 
for help.” 

Martin Citrin, Citrin-Kolb Oil Co.. 
Detroit, Indiana Standard’s largest 
jobber: “This move certainly justifies 
our faith in Indiana Standard, al- 
though we’ve had no trouble with 
them over commercial accounts.” 

But optimism was not the rule. A 
Colorado jobber: “They are shutting 
the jobber completely out of this large 
field of business . . . they are doing 
what we have been complaining about. 
If the price to commercial accounts 
is the same as to the iobber, how can 
the jobber pav his delivery costs and 
meet competition?” 

Clint K. Elliott. NOJC president. 
agreed: “There should be a margin of 
difference in the jobber’s favor. In- 
diana’s move still leaves him outside 


the window in the cold.” 

O. N. Pederson, Kilgore, Tex: 
“Maybe this will help the bigger city 
jobber, but it won't help me. If it 
means the eventual posting of com- 
mercial account prices, it might be 
a step in the right direction. That 
way, everything can be brought out 
in the open. But on the surface, this 
move just doesn’t appeal to me at all.” 

C. H. Arnold, Fargo, N. D.: “The 
established price . . . should be a bit 
above the jobber’s price. But I doubt 
if they could have done anything else 
at this time. The commercial price 
probably couldn’t have been any 
higher. I think most of the other sup- 
pliers will fall into line rapidly. 
They’ve all been guilty of undercut- 
ting the jobber, and I don’t think any 
of them liked the situation too well.” 

Ken Howe, Boston: “I want to 





Be Cleared Up This Year? 


know if the jobber is still in business: 
It looks as if he’s still out of the com- 
mercial business, because the com- 
mercial buyer gets it at the same price. 
I'd also like to find out what size 
accounts are left to the jobber.” 

Gilbert B. Dickey, Nashville, Tenn.: 
“Standard’s move gives everybody a 
chance to start correcting a bad situa- 
tion . . . The next move should be a 
tank car buyers’ price above the job- 
ber’s price. Standard’s action means 
a jobber can get hauling and broker- 
age, to say the least. And not all 
commercial business will go at a dis- 
count.” 

Howard Williams, Salt Lake City: 
“Jobbers brought the situation orig- 
inally upon themselves. Many inde- 
pendent jobbers kept cutting prices. . . 
finally the majors took over the busi- 
ness of selling direct to preserve ac- 
counts. And then major companies 
began competing costwise among 
themselves.” 

Almost all the comments came back 
to an old sore spot. John I. Kaiser. 
president of Wisconsin Petroleum 
Assn., put it this way: “The big issue 
with jobbers is, why should a little 
commercial consumer be able to buy 
gasoline at less than it costs me?” 

And John H. White, past chairman 
of NOJC, carried it further: “Why 
should tank car consumers get the 
same price as jobbers? I have con- 
crete, documented evidence that some 
companies sell to large consumers at 
prices lower than or the same as ter- 
minal operators can buy. There’s no 
justification for that . . . there should 
be a minimum differential of 0.25¢.” 

Said a Midwestern jobber, “It boils 
down to this. Suppliers are going to 
have to decide how important their 
iobbers are—and whether commercial 
business is more important.” a 


Atlantic Tries Price War Curb 


ATLANTIC Refining Co. came for- 
ward with a precedent of its own last 
month. Bidding for leadership in 
dealer relations, it announced a sug- 
gested minimum retail price schedule 
for its Pennsylvania service stations. 

Marketing vice president Dwight T. 
Colley called the schedule an Atlantic 
“first” in the East, adding that the 
company knows great risk is involved. 
Colley said it’s a practical effort based 
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on knowledge of transportation and 
competitive marketing costs in At- 
lantic’s home area, where it has “real 
acceptance.” He was confident the 
move would cut price war losses. 

An industry official commented. 
“Considering this move concerns a 
price war ared, it seems to me like 
someone im a war throwing down his 
gun, saying he suddenly decided he 
was against shooting to kill.” a 
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King Vining 


Kennedy Stickel Stewart 


Minckler 


Jordan 


Top marketers hear warning that industry is on the spot, as... 


Dealer Problems Take API Limelight 


R ETAILER TROUBLES—affecting sup- 

pliers and jobbers as well as deal- 
ers—are commanding more attention 
in the American Petroleum Institute 
than ever before. Evidence of this was 
prominent at the 35th annual API 
meeting, held in November at San 
Francisco: 

e A study group was assigned to 
get solid information about the retail 
segment and its problems. Appoint- 
ment of active marketers to the 
group came as a compromise to a 
proposal by Samuel Rosenwasser, 
dealer leader, asking that “qualified 
experts” be en- 
gaged. Perce E. 
Allan, Tide Water 
Associated mar- 
keting vice presi- 
dent, voiced ma- 
jor company 
sentiment as he 
expressed doubt 
that outsiders 
were qualified to 
make such a 
study to the satis- 
faction of those in oil marketing. “I’m 
not in favor of having someone investi- 
gate our business,” he asserted. 

e Keynote of concern was struck 
by Dwight T. Colley, Atlantic Refin- 
ing marketing vice president and 
chairman of the service station ad- 
visory committee. Colley said, “What- 
ever the dealer turnover is, it’s too 
much if there is anything we can do 
about it. . . . There are just enough 
young dealers failing, to give the in- 
dustry a bad name. . . . I don’t see 
how you can help feeling that the 
industry is on the spot... . If any- 
thing happens to marketing, my com- 
pany has had it.” 


Allan 
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e Also going into action is a com- 
mittee on upgrading the prestige and 
quality of service station personnel. 

e Dealer representation on API's 
general marketing committee was in- 
creased from three to four. 

e From the over-all marketing 
viewpoint, the headline attraction was 
Robert L. Minckler, president of Gen- 
eral Petroleum Corp., who spoke on 
“Supplier-Dealer Problems and Op- 
portunities.” 

Minckler said that a strain is put 
on supplier-dealer relationships by 
price wars (“. . . price-cutting is likely 
to remain with us. We must accept 
that fact and live with it.) and lessee 
arrangements (“This is the relationship 
of landlord and tenant, which sounds 
simple, but gives rise to some in- 
evitable problems.”). 

“If you (suppliers) have elected to 
do business through independent serv- 
ice station dealers,” said Minckler, “a 
necessary consequence is that you just 


In the Pictures 


General marketing committeemen 
(left photo), | to r: W. G. King, Jr., 
marketing VP, Richfield, Los Ange- 
les; M. N. Vining, general manager, 
Diesel Oil Sales Co., Seattle; P. E. 
Allan, Tide Water Associated mar- 
keting VP, San Francisco; Harry J. 
Kennedy, marketing VP, Conoco, 
Houston; Jesse Stickel, sales VP, 
Crown Central Petroleum, Balti- 
more, and Arthur C. Stewart, mar- 
keting VP, Union Oil, L.A.; (center) 
Robert L. Minckler president, Gen- 
eral Petroleum Corp., L.A., and API 
director; (right) J. G. (Doc) Jordan, 
marketing VP, Shell Oil, chairman, 
API general marketing committee. 


respect their independence, and ex- 
pect from them actions which will not 
always please you. . . . | suggest that 
in bringing understanding to your 
dealers: it will be very helpful if your 
policies are in written form: so that 
there is no possibility of misunder- 
standing or misrepresentation. . . . 

“To try to force a TBA line on 
dealers is poor business and may 
jeopardize good dealer relations. . . . 
If you cannot make a profit in your 
marketing operation, paying competi- 
tive prices for products) you are 
pleading guilty to a charge of incom- 
petence.” 

Minckler told dealers Congress or 
state legislatures won’t solve their 
problems. 

The commission wholesale market- 
ers advisory committee is still trying 
to get off the ground. A recommenda- 
tion that consignees be surveyed to 
get information to help the committee 
attack specific problems was referred 
to a letter-ballot vote: to allow more 
time to study the proposed question- 
naire. 

The jobber advisory committee 
heard retiring chairman John Harper, 
New York jobber, report that the com- 
mittee is “still nibbling around the 
edges.” The committee has devoted its 
time to improving supplier-jobber re- 
lations, said Harper, but has not de- 
veloped much statistical information, 
has done nothing about technical 
articles, and has made no _ public 
opinion surveys—all of which are 
stated objectives. 

Harper, noting that the committee 
speaks for thousands of jobbers, said 
there is a need for self-appraisal and 
a clamor for more outstanding leader- 
ship. B 
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Oil Industry Battles Loom 


As the nation’s lawmakers return to their desks, 


legislation favoring marketers is a longshot bet 


ARKETERS, along with the oil in- 

dustry in general, will be in for 
another defensive session on Capitol 
Hill when Congress goes back to work 
this month. 

At least a dozen bills will affect 
marketers directly, and even more in- 
directly. As in the first session of the 
84th Congress, most efforts will prob- 
ably be directed toward fending off 
new and old attacks, with little time 
left for offense. 

Looming large on the legislative 
schedule, again, will be bills aimed at 
preventing price discrimination and 
bringing divorcement of supplier and 
retail outlet. There will be more pres- 
sure than ever for a highway measure, 
since both parties are now committed 
to a system of national roads. 

Marketers will also be keeping their 
eyes on a move to extend coverage of 
the minimum wage law, the natural 
gas bill, and the fight over oil imports. 

Price Discrimination—Rep. James 
Roosevelt (D., Calif.) has busied him- 
self during the off-months by investi- 
gating gasoline price wars all over the 
nation. The object is to build up sup- 
port for his bill, H.R. 7096, which 
would curb alleged pressures on serv- 
ice station operators to buy certain 
tires, batteries, and accessories. The 
bill will go first to the House Judiciary 
Committee, where it was referred by 
Roosevelt’s Small Business Subcom- 
mittee. Opponents of the measure are 
confident of defeating it. (NPN, Nov. 
"52; soa.) 

Many oil company representatives 
fear a move to give public utility status 
to the service station business may 
gather support. Some regard this 
threat as a graver danger to the indus- 
try than many of the more publicized 
issues. 

Minimum Wage Law—The oil mar- 
keter will also be on the defense when 
Senator Paul Douglas (D., Ill.) begins 
his hearings on the minimum wage 
law in January. Douglas, chairman of 
a Senate labor subcommittee, will 
press to have certain exemptions for 
retail and service employees removed 
from the law. If he meets with success, 
Congress may well apply the $1-an- 
hour minimum wage and the 40-hour 
week to jobber and service station 
employees. The chances of such legis- 


lation in this election year are at least 
fair. 

Taxation Procedure — Rep. Fred 
Schwengel (R., Iowa) has submitted a 
bill, H.R. 7771, to alter certain tax 
collection procedures. The measure, 
backed by the National Oil Jobbers 
Council, would have the Internal 
Revenue Service collect gasoline taxes 
at the jobber-to-operator level, rather 
than at the refiner-to-jobber level. 

This proposed change would allow 
the marketer to keep more capital on 
hand, instead of spending tax money 
and then waiting to collect it. The bill 
is touchy, because it could establish a 
precedent affecting cigarettes and 
other commodities. At this time there 
is probably enough opposition, includ- 
ing the Treasury Department, to spoil 
the bill’s chances of passing. 

PX Stations—The government op- 
erations committees of the House and 
Senate have at least a half-dozen bills 
that would take the government out of 
the gasoline business, particularly on 
military installations. Here again, 
marketers will be so busy defending 
other positions that these bills will 
have little impetus behind them. The 
Defense Department, during the past 
few months, has ignored military serv- 
ice stations while cutting other activi- 
ties from posts. and bases. 

Divorcement—Rep. Wright Patman 
(D., Tex.) will go Jimmy Roosevelt 
one step further and hold hearings on 
divorcement (separation of the mar- 
keting function from major oil com- 
panies). The hearings may bring forth 
some spectacular and surprising testi- 
mony, but there’s little likelihood of 
divorcement legislation getting through 
Congress during this session. 

Patman will also push his bill, H.R. 
11, that rules out a plea of “good 
faith” as a complete defense against 
price discrimination charges. Instead, 
proof that competition has not been 
injured would be required. 

Natural Gas—The Harris gas bill, 
which eked through the House, will be 
taken up by the Senate early in the 
session. Opponents of the measure—it 
would remove some federal restric- 
tions on natural gas well head sales— 
are conducting a large-scale consumer 
campaign, charging that the bill would 
increase natural gas prices. 
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In Congress 


Opponents have been effective so 
far, and the bill now has less than a 
50-50 chance for passage. But it can 
still go either way. If any amendments 
are entered by the Senate and the bill 
must return to the House, those wager- 
ing against the Harris Bill will start 
collecting their bets. 

Imports Restriction — The August- 
through-December period has finally 
seen an easing of pressure for restrict- 
ing imports of crude oil and residual. 
Although producer-state Congress- 
men might introduce bills to force 
the administration to curtail imports, 
the controversy has cooled off enough 
to allow Congress to ignore it for 
political reasons. Defense Mobilizer 
Arthur S. Flemming has temporarily 
pleased both sides of what once ap- 
peared to be a fight to the death. 

Casualty Gasoline — The Keough 
(casualty gasoline) bill is one of the 
few measures of help to oil marketers 
that has a good chance of passing in 
1956. The bill (H.R. 2414) provides 
for a refund of tax money on gasoline 
destroyed by fire, flood and other 
natural disasters. Only the Congres- 
sional clock halted the refund last 
summer. Rep. Eugene Keough (D., 
N. Y.) introduced the bill. 

Other legislation of interest to oil 
marketers may also be brought to a 
vote, or argued in committees, during 
the coming session. The 2712 % deple- 
tion allowance, which highlighted De- 
cember hearings in a joint taxation 
subcommittee, will be in for a work- 
out. 

An oil pipeline to the west coast will 
again get some consideration, but, like 
the case for taxation of re-refined oils, 
it will probably be stopped short. 

If the Federal Trade Commission 
fails to get its quantity discount tire 
rule through the courts soon, the mat- 
ter will probably be taken up by Con- 
gress’ small business committees. A 
proposal prohibiting discounts on any 
order over 20,000 Ib. was thrown out 
of one Federal court last fall. 

The quantity tire discount will prob- 
ably become another factor behind a 
Congressional push for stronger en- 
forcement of the Robinson-Patman 
Act, a general anti-price-discrimina- 
tion measure. 

There will also be a major push for 
some kind of flood insurance, and the 
eastern states are likely to get addi- 
tional Federal aid to repair flood- 
damaged roads. 8 
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Here's a New Yardstick for Station Sales 


Exclusive figures show sales ratios and profits 





for 3,000 outlets. Accessories, tires run high 


F THE TBA RATIO at your sta- 

tions is better than $44.27 per 
thousand gal. of gasoline, shake hands 
with yourself. Your dealers are over 
a nine-month average set by 3,000 
service stations across the country. 

If your combined ratio for TBA 
motor oil, lubrication, and all other 
non-gasoline sales is better than 
$91.20 per thousand gal., you're still 
ahead of the game. 

The figures that say so come directly 
from the books of individual station 
operators from 20 key areas in 29 
states. They were supplied to NPN by 
Serv-A-Station Plan, a business man- 
agement service operated by the Ed- 
win K. Williams Co. and the Fred G. 
Harris Co. 

This is believed to be the first time 
ratio figures have been available from 
so broad a group of dealers. Up to 
now, retail ratios assembled by oil 
companies have included only those 
of their own dealers willing to divulge 
information. 

Very little of such information has 
been made public. A notable excep- 
tion is the formula used by Union 
Oil Co. of California for setting dealer 
objectives. That formula set a target 
for combined non-gasoline sales of 
$93.00 per 1,000 gal. of gasoline, in- 
cluding a TBA target ratio of $45.00 
per 1,000 gal. 

When the formula was published 
(NPN, Sept. 2, 1953, p. 64), Union Oil 
also said its dealers were averaging 
one-third above the target goals. Re- 
sults from a survey of Union dealers 
showed the average of all non-gasoline 
sales running at $125.00 per 1,000 
gal., while the TBA average was 
$67.00 per 1,000 gal. 

The Serv-A-Station ratios are not 
based on a survey. They are a statis- 
tical summary of actual operating re- 
sults. Nearly all stations handle a 
major gasoline brand, but their gal- 
lonages range from high to low. Here 
are the details for the nine-month 
period: 

The 3,000 dealers made a_ gross 
profit of 26.25% of total sales 
(gasoline included). Total expense 
amounted to 18.77% of sales, exclud- 
ing Operator’s salary. Net profit, in- 
cluding operator’s salary, was 7.48%. 

Stations averaged a TBA ratio of 
$44.27 per thousand gal, gasoline, and 







36 





this figure broke down as follows: 

Tire ratio is $19.49, compared to 
a $28.50 average for Union Oil. 

Battery ratio is $3.95, compared 
with Union Oil dealers’ $7.50. It is 
possible that the 3,000-station ratio 
for batteries is below normal, since it 
covers only ine first nine months of 
1955, missing part of the peak battery 
season. 

Accessories, specialties and parts 
average out at a ratio of $20.83. This 
can be combined with a surprising 
figure of $3.86 for soft drinks, candy, 
and the like, to total $24.69. Union 
Oil had a ratio of $31.00 for spark 
plugs, oil filters, and “other merchan- 
dise.” 

Motor oil ratios averaged $20.43, 
compared with a $25.00 ratio for 
Union’s dealers. Translated into vol- 
ume, the first figure would read 12.7 
gal. oil per 1,000 gal. gasoline. This 
ratio is identical to the 1.27 ratio 
shown in NPN’s latest survey of 14 
oil companies (see next page). NPN’s 
figure is based on hundreds rather than 
thousands of gallons. 

Gear oil ratios are 97¢ and auto- 
matic transmission fluid ratios are 
52¢. These can be totaled at $1.49 
for comparison with the single 





California Puts the Lid On 
@ Not one giant canopy, but two, are features of this Standard Oil 
Co. of California station in Los Angeles. Both majors and inde- 


pendents are bringing big, expensive canopies back into style (NPN, 
Nov. ’55, p. 40) 


“grease” ratio of $5.50 reported by 
Union Oil’s dealers. 

Although gear oil and transmission 
fluid are usually classed together, it 
was decided to separate the figures for 
the group of 3,000 dealers. There is 
a feeling in the oil industry that motor 
oil demand is declining while demand 
for automatic transmission fluids is 
on the increase. The two ratios permit 
a comparison of trends. 

Lubrication ratios hit an average 
of $7.03, against the Union dealer 
figure of $15.50. 

The ratio is $14.15 for labor, 
slightly higher than the ratio of $12 
reported by Union dealers for “other 
services.” 

Serv-A-Station’s figures are retail 
ratios. They should not be confused 
with the wholesale TBA ratios pub- 
lished in NPN (Factbook, Mid-May, 
1955, p. 193). Wholesale TBA ratios 
cover only merchandise carried in the 
TBA lines of the 14 reporting oil com- 
panies, and sold by them at dealer and 
jobber prices. 


On the other hand, Serv-A-Station’s 
ratio’s are figured at higher retail 
prices and include some merchandise 
not bought from oil company sup- 
pliers. The present ratios are also 
inflated by their inclusion of two other 
class of merchandise: specialties like 
cleaning compounds and insecticides, 
and repair parts not offered for sale 
by the oil company supplier. i 
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Motor Oil Ratios Are Leveling Off 


iy LATEST NPN survey of motor 
oil-to-gasoline sales at service 
stations sets the average U.S. spring- 
summer ratio for 1955 at 1.27, against 
a figure of 1.26 for the same 1954 
period. 

The difference between the two 
ratios, for a station doing 10,000 gal. 
gasoline a month, would amount to 
a volume gain of about a gallon of 
motor oil. This small change helps 
confirm the finding of NPN’s previous 
survey: that motor oil ratios may be 
pulling out of an eight-year nose dive 
(NPN Factbook, Mid-May ’S5S5, p. 
140). 

Definition—NPN’s ratio represents 
gallons of motor oil sold per hundred 
gal. gasoline. It is determined by divid- 
ing gasoline gallonage into motor oil 
gallonage. By making this computa- 
tion for his own gallonages, a marketer 
can measure his business against the 
national standard supplied by NPN. 

Recent ratio statistics indicate that 
national ratios may be holding at the 
1.25-1.30 level. The latest rise of .01 
is insignificant beside the .065 average 
loss sustained by spring-summer ratios 
of the past six years. Another hint 
that ratios are settling is the .01 gain 
registered by 1954-55  fall-winter 
ratios (NPN Factbook, Mid-May ’55, 
p. 140). 

Twenty-five oil companies sub- 
mitted motor oil ratio figures for 
NPN’s fifteenth survey. The com- 
panies comprise 42 marketing units 
operating in five Petroleum Adminis- 


tration for Defense districts (a unit 
is One company marketing in one 
PAD district). Together these com- 
panies make about 25% of U.S. motor 
oil sales. 

Analysis—Of the 42 units surveyed, 
11 reported gains over the °54 period. 
Here’s the box score by districts: 

54°55 

PAD S-S S-S Units Units 
District Ratio Ratio Losing Gaining 
1 (East Coast) 1.22 1.25 6 3 
2(Midwest) 1.32 1.30 15 

3 (S.W.-Gulf) 1.37 1.34 7 

4 (Rockies) 1.30 1.40 0 

5 (West Coast) 1.30 1.23 3 

U.S. Total 1.26 1.27 31 1 


Twelve of the 31 “losing” units are 
among the largest volume sellers in 





Further Figures 


For readers interested in more 
detailed study of today’s motor oil 
ratio picture, NPN has prepared a 
set of tables showing (1) motor oil 
ratios for all service stations by 42 
marketing units; (2) breakdown of 
18 units that report both over-all 
and station-only ratios; (3) break- 
down by individual consumption; 
(4) station oil sales ratios for spring- 
summer periods. The tables show all 
figures from spring-summer 1950 up 
to the latest survey. Tables will be 
published in NPN’s Factbook, Mid- 
May, 1956, or can be obtained now 
by writing the Editor, NATIONAL 
PETROLEUM News, 330 W. 42nd St., 
New York 36, N.Y. 
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the survey. Only three of the gainers 
were in the large-volume class. 

Eighteen of the 42 units reported 
service-station-only ratios, plus an 
over-all ratio including garages, chain 
stores, car dealers, and service sta- 
tions. The 18 units account for about 
45% of motor oil sales by companies 
participating in the survey. 

While sales at service stations seem 
to be holding, a bigger jump results 
when figures for stations and all other 
retail outlets are lumped together— 
from 1.27 in *54 to 1.31 in ’S5S. 

Only in District 3 did both over-all 
and service-station-only ratios show 
a drop. In District 5, over-all average 
shot up nine points, but service-station- 
only ratios dropped one point. 

Outlook—On a graph, NPN’s sur- 
vey results give evidence that the 
downward slide of motor oil ratios 
has been checked. How long this situa- 
tion will hold up is uncertain. 

One factor that may affect future 
ratios is the reduction in crankcase 
capacities. In 1955 models, average 
capacity was 5.2 qt. In 1956 models, 
the average is 4.9 qt. If that trend 
continues, it may have an adverse 
effect on oil ratios, simply by diminish- 
ing the amount of refill for each oi 
change. 

While car population is expected to 
continue a fast and steady climb in 
the future, that factor will not in- 
fluence the ratio of motor oil to gaso- 
line sold, although it will naturally 
affect total volume of oil sales. » 
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Wide-open loading area speeds truck movement at this ? 
new terminal. Yard entrance is at right and exit at left 


Pneumatic tube speeds driver's order forms and cash 
to dispatcher, who returns receipts and gives go-ahead 


Driver entering the yard contacts the plant dispatcher 
through this two-way call box for his instructions 


Atop truck, driver prepares to load product. Steel lad- 
der on truck eliminates need for loading platform 


Sohio’'s New Cleveland Terminal Cuts 


(5" THE TRUCKS in and out fast. 
That’s the big idea behind Stand- 
ard Oil Co. (Ohio)’s new $2 million 
pipe line terminal in Cleveland. 

The wide-open, smooth-working 
plant can load a truck in less than half 
the time it took at the old Sohio ter- 
minal. That means a saving of a quar- 
ter million dollars a year. 

Terminal Superintendent Carl Greek 
says he can put a 7,000-gal transport 
through the plant in 15 to 20 minutes. 
In the previous _ installation —a 
cramped and cluttered plant located 
near Sohio’s No. 1 refinery in indus- 
trial Cuyahoga Valley—clearance time 
averaged 45 minutes. During rush 
periods, drivers often spent two hours 
in line at the loading racks. 
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Greek figures the company saves 
100 hours in loading time during a 
20-hour day, at -$7.50 an hour. On 
a six-day week, that nudges $20,000 
a month. The savings would go higher, 
he says, if the long rush-hour jams 
at the old plant were counted. 

The Cleveland plant is the fourth of 
its type erected by Sohio. Others are 
at Toledo, Lima and Columbus. A 
fifth—to serve the Youngstown-War- 
ren area—is now in the planning stage. 


Plant Planning 

Sohio engineers began laying plans 
for a new terminal just after World 
War II. They talked among themselves 
and with equipment manufacturers 
about the possibility of obtaining 


higher loading rates. The standard at 
the time was 350 gpm. 

Experiments were run with loading 
assemblies that delivered up to 1,000 
gpm, and with meters that would han- 
dle such speeds. The final decision 
was in favor of 650 to 800 gpm 
equipment, manufactured by Gran- 
berg Co., Oakland, Calif. 

Sohio set up seven basic rules before 
laying final plans for the Cleveland 
plant: 

e Keep the vehicle in view of the 
control room at all times and make 
building facilities available to drivers. 

e Place loading racks and control 
room so prevailing winds carry vapors 
away from danger areas, and so sun 
causes no visibility problems. 
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Dispatcher in control tower looks over the plant’s eight loading berths 
and directs driver to an empty one. Then he prepares meter for loading 


6 While driver loads, dispatcher keeps an eye on the meter and other traffic. 
Dispatcher can control product flow, but driver handles actual loading 


Loading Time In Half 


e Load trucks as soon as_ they 
enter the yard. 

e Make restroom facilities easily 
available to drivers and get parking 
facilities out of the normal flow of 
traffic. 

e Locate tankage and equipment 
in full view of the control-room man 
so he can take action immediately in 
an emergency. 

e Have garage facilities available, 
but not too convenient—to prevent 
unauthorized stops. 

e Provide a yard that is compact, 
yet allows space for all activities. 


Operations Methods 


The 185,000-bbl. plant ¢ vers 25 
acres of a 56-acre plot in suburban 


Cuyahoga Heights. It takes care of 98 
company trucks, including 28 asphalt 
and heavy fuel oil trucks that load 
at the Cuyahoga refinery, but are serv- 
iced and parked at the terminal. The 
plant also serves gasoline to inde- 
pendent jobbers. Storage is provided 
for regular and premium gasolines and 
two grades of heating oil. 

Throughput is 1.3 million gal. a day 
in winter and close to 900,000 gal. 
a day in summer—about one-third of 
potential plant capacity. Staff during 
the peak winter season is 195 drivers 
and 50 office workers. 

Loading—After stopping at a two- 
way speaker for instructions, a driver 
pulls into whichever of the eight racks 
has been assigned to him. Two of those 
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have double loading arms, to fill both 
halves of a truck-trailer rig simultane- 
ously. 

The pump is activated from the con- 
trol room, but the switch won’t work 
until the truck has been grounded 
properly. Product can be cut off from 
the control room, but it is the driver's 
job to load the truck, following the 
meter at the rack and the number 
of gallons specified on his load ticket. 

To help reduce vapor loss at high 
loading rates, Sohio has installed long, 
“sub-surface” loading arms at the 
racks, which reach almost to the bot- 
tom of the tank. 

The single loading arm replaces the 
old multiple-arm system, with which 
a driver had to use as many as four 
loading arms at one time on a com- 
partmentalized tank, walking back and 
forth to check levels. Sohio engineers 
say the old system was vulnerable to 
overfilling, and created waste and 
fire hazard. The metered arm also 
eliminates the need for outdoor load 
checkers. 

Metered delivery allows Sohio to 
run a close stock control system. 
By checking meters against cash re- 
ceipts every 24 hours the terminal 
has been able to cut losses to “a 
fraction of 1%.” 

Scheduling—When the truck is 
loaded, the driver leaves through ‘the 
exit road for the destination noted 
on his load ticket. Trip times range 
from 45 minutes to 10 hours. Theo- 
retically, the terminal supplies north- 
eastern Ohio, but if the trip will run 
more than 10 hours, another terminal 
is used. Average number of loads per 
day is 200. The top so far is 260. 

Garage—tThe plant’s garage, which 
has a grease-repellent terrazzo floor, 
is equipped to service trucks and make 
major body repairs. It also has a paint- 
ing department and wash _ booths. 
About 60% of the garage’s heat comes 
through the radiant-heat floor, which 
helps thaw trucks with ice-encrusted 
undercarriages in winter. 

Office Operation—Gasoline orders 
from service station dealers and com- 
pany-owned stations come in by tele- 
type from the division sales office in 
Cleveland. Commercial and industrial 
orders arrive on written invoices. 

The heating oil department handles 
14,000 accounts—entirely on an IBM 
card system. (NPN, Aug. ’55, p. 92). 

Girls equipped with telephone head- 
sets take heating oil orders. A radio 
desk gives out instructions to the 10 
trucks (out of 28 in the terminal’s 
heating oil delivery fleet) that are 
equipped with two-way radio. * 
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DEEP loading arms and 800-gpm pumps at Philadelphia terminal are behind. . . 


Atlantic's Two-Way Economy 


New fuel oil terminal cuts costs for company, 


speeds transport operations for local jobbers 


VERYBODY WINS in Atlantic Refin- 
E ing Co.’s brand new Philadel- 
phia fuel oil terminal operation. Dis- 
tributors save transport time and 
money. The company profits from new 
methods and equipment. 

The terminal, located in northeast- 
ern Philadelphia on three acres of 
land, was dedicated Oct. 22. It has 
capacity of 2.5 million gal. heating oil 
and 400,000 gal. kerosine. Product 
comes from Atlantic’s South Phila- 
delphia refinery via pipe line, and goes 
out to more than 30 distributors in a 
wide area. 

High-speed pumps, handling up to 
800 gpm, team up with loading arms 
that reach deep into a tank to cut truck 
time at the racks. 

The terminal’s layout eliminates 
backing and filling by a drive-through 
loading pattern. Pre-addressed meter 
tickets mean drivers don’t wait while 
tickets are typed. 

The terminal serves northeast Phila- 
delphia and parts of Bucks and Mont- 
gomery counties. Atlantic expects its 
speedy service to help enlarge its por- 
tion of the Delaware River valley heat- 
ing oil market, because of its time- 
saving value to distributors. 


Jobber Savings 

Atlantic says distributors can save 
up to 10 miles road travel—the refin- 
ery-terminal round trip distance—by 
using the new plant. In normal 
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weather, Atlantic estimates, this could 
mean a 1% hour saving per trip, since 
trucks can avoid traffic in the heart of 
the city. In bad weather the saving 
would be even bigger. 

Inside the yard, the terminal’s 10 
loading arms are a big help in the 
speed-up. Capacity varies, with prod- 
uct and type of delivery, from 600- 
800 gpm. The company says these are 
over twice the rates of other local 
terminals (one Independent jobber in 
the area says his transports load at 250 
gpm). 

Atlantic gives these loading times 
(over-all minutes for trucks in yard) 
as typical: 

6,000-gal. trailer—under 15 min. 

4,000-gal. trailer—under 12 min. 

3,000-gal. truck—under 10 min. 
1,250-gal. truck—under 6 min. 


Atlantic’s Savings 


Atlantic can move 60,000 gph over 
its pipe line. Says a company man, “It 
means a dependable, uninterrupted 
fuel supply regardless of road or 
weather conditions.” 

Product moves 26 miles through 
8-in. line, with pressures up to 1,800 
Ib. in suburbs and 900 Ib. in the city. 
Atlantic built a two-mile pipe to link 
its Keystone line from its Chester 
refinery to Sinclair Refining Co.’s line 
at Swarthmore. That line feeds Sin- 
clair’s terminal next to Atlantic’s new 
facility, and Atlantic laid another 50 


ft. of pipe to hook its storage tanks to 
Sinclair’s line. 

The terminal runs 24 hours a day 
and employs one operator for each 
eight-hour shift. Roving maintenance 
men make routine visits and are on 
call in emergencies. Billing and ac- 
counting, including pre-addressing of 
meter tickets, are handled at Atlantic’s 
main Office. 

Terminal operators double as prod- 
uct testers when product is expected. 
Atlantic’s oil is backed up on both 
ends of the line by Sinclair’s. To make 
sure Atlantic products go into Atlantic 
tanks, the company has a test room 
where operators take continuous sam- 
ples off the line for an hour before 
product is due. Immediate specific- 
gravity and flash-point tests are made. 
When the results match Atlantic speci- 
fications, the company line is cut in 
for product. 

Physical check of product is neces- 
sary only twice a month. Automatic 
gaging equipment (NPN, Dec., 1954) 
by Varec Co. is mounted on the out- 
side wall of each tank, near the base. 


Terminal Equipment 


Three Byron Jackson pumps—one 
kerosine, two heating oil—move fuels 
to the loading rack. They are powered 
by explosionproof and waterproof 
General Electric motors of 15 hp each. 

Product is taken off a foot from the 
tank bottom and into 10-in. lines that 
reduce to 8-in. at a manifold. It then 
goes through 8-in., 322-perforation 
Andale strainers on the suction side of 
the pumps, and through A.O. Smith 
air eliminators to loading racks. 

The 10 loading arms are at five posi- 
tions: two for 800-gpm transport load- 
ing through 6-in. arms, and three for 
600-gpm truck loading through 4-in. 
arms. They are counterbalanced, teles- 
copic Wheaton Brass arms, with alu- 
minum filling tubes that reach to the 
bottom of the tank. 

An 800-gpm diesel fuel line will be 
installed at one transport rack. Kero- 
sine and heating oil pumps will mix 
the fuels in the right proportion before 
the product passes through the arm 
for a diesel-fuel load. 

The racks have no platforms. At- 
lantic says most trucks have hand 
grips to help the driver mount his cat- 
walk. Overhead hand-holds in the 
center of each loading driveway are 
the terminal’s driver-aid substitute for 
platforms. 

For emergency operation, switching 
at the manifold can compensate for a 
disabled pump bringing another into 
operation. If all are disabled, or if 
electricity fails, product can be moved 
by gravity. s 
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Jobber J. W. Countryman’s detailed records... 
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.-- help him analyze all phases of business... 





STATION ANALYSIS 





Sales Year 








me Quarter Motor Oil Sales Through Quarter 


re result: he’s way ahead of it 


He Does It With Fingertip Control 


— HIS MONTH 23 service station op- 
erators in central Oklahoma 
received progress reports from their 
jobber—just as they have every month 
for the past year. 

The reports, unusual in a jobber 
operation, mark the latest refinement 
of a fingertip control system devised 
by J. W. Countryman, Jr., Standard of 
Indiana distributor in Tulsa. 

For a jobbership, Countryman’s 
control system is elaborate. Few job- 
bers take the pains to monitor a 
business so closely; at least seven dif- 
ferent reports are prepared regularly, 
each covering a distinct aspect. The 
interrelated information is the basis 
for advance planning, says Country- 
man, who estimates his gasoline vol- 


ume at 4 mil. gal. a year (a fourfold 
increase since he started in 1941). 

The wealth of information Country- 
man keeps within reach shows up in 
a rundown of his record-keeping: 

His sales analysis for dealers was 
started to show dealers how their 
volumes compare with past per- 
formance. The reports contain gaso- 
line and motor oil volume for the 
latest month, quarter and correspond- 
ing periods of the preceding year. 

“The dealers look forward to 
them,” says Countryman. “Some ask 
the salesmen for them if they are 
late.” 

For his own reference, Countryman 
has a complete sales analysis, covering 
all products, and dating from 1942 for 
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every dealer location in his area. 

Step-by-step inventory control has 
eliminated losses, says Countryman. 
Orders are received by the office and 
passed on to the warehouseman, who 
enters them in a book. The driver 
checks the merchandise prepared by 
the warehouseman, then signs the 
same book to acknowledge receipt. 
The driver makes out sales tickets 
covering the merchandise and turns 
them in at the office after making the 
deliveries. 

A complete physical inventory is 
taken every month, and the inventory 
is priced. 

Check and balance in the office 
keeps an efficient account of all funds. 
When the driver’s tickets are received, 
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management 


S 





J. W. COUNTRYMAN 


“I figure if yow re going to run your business, 
you must know all about it.” 


the general bookkeeper audits them 
for prices, extensions and correctness. 
Money collected by the drivers is 
turned over to the general bookkeeper. 

The following day, the general clerk 
prepares a comprehensive sales report 
covering all distribution by units on 
one side and a sales breakdown on the 
other. The breakdown notes the cash 
received, credits, accounts receivable, 
discounts and ticket number. The 
bookkeeper must have the cash to 
account for. 

“I don’t handle any of the cash,” 
explains Countryman. “The girls must 
account for everything. No one can 
make a sales adjustment without my 
OK. I keep a tight string on it.” 

Accounts’ receivable are kept 
current on a handy list as well as by 
ledger, so Countryman can see at a 
glance where everyone stands. 

Profit and loss records are on a 
continuing basis. Countryman’s break- 
down is more detailed than most 
jobbers’, but he thinks all jobbers 
should include similar information. 

Under the “cost of sales” entry, 
Countryman includes opening inven- 
tory, purchases, freight in and closing 
inventory. His “expense” column 
includes salaries & wages, advertising, 
automotive expenses, car allowance, 
depreciation, discounts allowed, 
freight out, insurance, maintenance 
expenses (service station equipment 
only), service station rents, pro- 
fessional service (collection, attorney 
and accounting fees), sales expenses 
(all travel), office supplies, plant 
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supplies, taxes, utilities and miscel- 
laneous (a catch-all slot). His current 
and fixed assets list the standard items. 

Call reports must be submitted daily 
by the two company salesmen. Besides 
the stock information on calls and 
results or comments, the report details 
daily sales, cumulative sales, expenses 
and cumulative calls. 

“I know where the salesmen were 
during the workday, how much they 
spent for meals and lodging and what 
they sold,” comments Countryman. 
“A man should take salary, car 
expense and travel and keep them 
within 10% of total sales.” 

Graph analyses, started in 1953, are 
divided into (1) total sales, (2) gasoline 
sales, (3) gross profits and (4) expenses 
of salesmen against sales. 

Noting the fluctuating course of the 
graph indicators, Countryman _re- 
marks, “One building is small because 
another is large. The big picture is 
what matters.” 

Countryman says he wonders at 
times whether he has created too 
much paperwork. But he reconciles it 
philosophically: “I figure if you're 
going to run your business, you must 
know all about it. This is a simple way 
to know all about it. This all 
represents actual facts.” 

Countryman’s Indiana Standard 
jobbership covers Tulsa, Rogers and 
part of Creek Counties. He also has 
an exclusive 21-county franchise for 
Quaker State oils. Besides his 23 ser- 
vice stations, Countryman supplies 
about 500 commercial accounts. His 


tarm trade is negligible. 

He has nine employees (an assistant 
manager, two salesmen, bookkeeper, 
secretary-clerk, three drivers and a 
warehouseman), four trucks (4,000- 
gal. semi-trailer, 1,048-gal. tank truck, 
730-gal. tank truck and %4_ ton 
pickup), two cars for company busi- 
ness and 60,000 gal. storage. 

Countryman handles __ gasoline, 
motor oils, lubricants, kerosine and 
diesel fuel (but no furnace oil—he’s 
in a natural gas area), a full line of 
TBA, and many specialties. 

Countryman, born Aug. 29, 1900 
and christened James William, is a 
self-made man. “I didn’t even get 
through grade school,” Countryman 
laments. “I was raised on a farm, and 
father thought that farm work came 
first. I've worked hard—burned a lot 
of kerosine at night, don’t you know, 
for what I got.” 

In 1918, he started with Standard, 
working for an agent. A year later he 
went on the payroll as a service station 
attendant at Junction City, Kan. From 
1922 to 1928 he was a commission 
agent in Council Grove, Kan. and then 
became a salaried employee on the 
sales force. Ten years later Country- 
man was sent to Tulsa as Oklahoma 
representative in the Kansas City 
division. 

In 1940 he decided to go into 
business for himself. “If I can solve 
problems for someone else, I should 
be able to do that for myself,” thought 
Countryman. “So I decided to do it, 
because I had 25 years left until retire- 
ment even though I had been with 
Standard 23 years.” 

With a partner, he bought a plant 
from Marathon Oil Co. in 1941 (after 
it discontinued operations) and started 
with two drivers. Later he bought out 
his partner. 

Countryman has two daughters— 
Margene, who is married, and Jimmy 
Lee, 13. Besides his Tulsa home, 
Countryman has a cabin on Lake Fort 
Gibson. As a hobby, he “likes to fool 
around” with antiques; for recreation, 
he fishes. For diversion, he reads 
history (“I like to get way back to 
what happened in the past—no west- 
ern stories for me. I don’t care 
nothing for television.”). 

Countryman doesn’t allow himself 
much time away from __ business, 
though a 40-hour week is in effect. 
One Saturday noon when an NPN 
reporter asked whether he was going 
to take the afternoon off, Countryman 
replied, “No, I’m just going to sit in 
my Office and study things. I like to sit 
and think. It’s about my only chance. 

“I'm trying to make this a little 
Standard Oil Company of Oklahoma.” 
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Dealer Data 


DuPont poll spotlights 
station men’s incomes, 
training, and policies 


THE RICHEST station dealers today 
—to judge by the latest in DuPont 
Co.’s series of surveys——listened to 
Greeley and went West, where their 
median income is $4,610 a year. The 
national median is $4,160, the poll 
finds, but 10% of dealers make 
$7,500 or more. 

The latest complete U. S. Depart- 
ment of Commerce statistics report 
that self-employed managers, officials 
and proprietors, except farmers, have 
a median income of $3,913. 

DuPont’s current’ report, the 
fourth of five, covers the dealer’s 
relationship with employees, back- 
ground and income, and activity in 
dealer associations. 

A third of all service stations have 
no full-time employees, says the sur- 
vey. Only one man is employed full- 
time by 29% of stations, 20% have 
two men, and about 18% have three 
or more. 

Despite widespread discussion of 
incentive plans, four out of five deal- 
ers pay on a straight salary basis. 
But nine out of ten dealers using an 
incentive plan say it pays off in 
greater sales. 

The average dealer has operated 
his present station 6.2 years. He has 
also been in station work an average 
of 11.3 years. About 60% of all deal- 
ers are lessees. Of these, 60% lease 
from’ major oil companies. The bal- 
ance is split about even between job- 
bers and third parties. 

Where dealer associat-ons are 
available, about half the dealers be- 
long. Less than 10% feel that there 
are disadvantages to association 
membership—about half think they 
are a good thing. The rest are either 
indifferent or don’t know. The best 
thing associations do, say dealers, is 
to help prevent price wars. 

Most dealers indicate that they 
would cut prices to meet competi- 
tion. About 43% would cut at once, 
while others would hold off, or be 
guided by supplier advice.. But 28% 
say they would not cut, either as a 
matter of principle or because it is 
unprofitable. 

Fifty-five percent of U.S. dealers 
have had a high school education or 
better. About 15% had at least a 
partial college education. Another 
25% have taken additional courses 
to help themselves in business. 





















WANTED 


Young Idea Man 
Looking for a Break 


















It may be you, or someone you know. And this 
may be just the right opportunity. 

NPN is looking for a young man (under 35) with 
oil marketing experience, and a lot of enthusiasm. We 
want him to join us in editing the nation’s number 
one oil marketing magazine. 








The man we want... 

e Is smart, curious and creative. 

e Is looking for a better chance to get ahead. 

e Knows how to get along with people. 

‘e Takes an intense pride in doing a job well. 

e Likes to write and expresses himself well, even 
though he may have no professional experience. 

He’ll work in an atmosphere where the “best idea” 
wins, and share the challenges and excitement of edit- 
















ing a highly respected, forward-looking magazine. 
He'll be one jump ahead of the latest developments 
in oil marketing, and will earn the friendship and re- 
gard of its top people. 
As an NPN editor, he'll develop and: write stories 
that give important, useful information to marketers. 
In time, hell become an expert in magazine com- 
munication. Opportunities for growth—in responsibility 
and financial reward—will be limited only by his own 
ability. He'll be a valued member of the world’s 
largest and most progressive business publishing firm. 
If this sounds like the job for you, or for some- 
one you know, write a detailed letter telling us about 
yourself—your interests, ambitions, education, activities, 
salary information. We'll make arrangements for a 
personal interview, if you seem like our man. 



















Write to: Frank Breese, Editor, National 
Petroleum News, 330 W. 42nd St., New York 
36, N. Y. 
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“I know if the dealer’s making a success of his business, 


eS 


I'll get mine all right.” 


How a Jobber’'s Personal Salesmanship 


1947 Riding the crest. Merchants Oil of 
Denver had 11.5 million gal. a year 
and was getting bigger by the day. 


1948 


Struggling to stay alive. Volume had 


dropped to only 145,000 gal. a month, 
all commercial accounts. 


TODAY 


Back at the top. Merchants again is 


a strong, wellbalanced firm, does 
about 9 million gal. a year. 


The man who did the job is George 
Calkins (see pictures). His principal 
tool in rebuilding the business was a 
strong personal tie—with his dealers 
(five million gal. a year), his commer- 
cial accounts (four million gal. a year) 
and his employes. 

“I get pleasure out of seeing a 
happy dealer,” says Calkins. “I know 
that if he’s making a success of his 
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business, I'll get mine.” 

The sudden drop in Merchants’ gal- 
lonage came when former owner Ray 
H. Bell sold his 75 station accounts to 
his supplier, The Texas Co. Texas 
had just brought a pipe line into Den- 
ver, and with it, direct delivery. This 
left Merchants with only commercial 
accounts, less than 20% of its former 
gallonage. Bell later sold the remain- 


ing business to Calkins, his son-in-law. 

Calkins’ first move after buying the 
firm was to ask Texaco if he could 
handle some of the station business. 
Failing in this, he sought a new sup- 
plier and found Phillips Petroleum 
Corp. 


Business in Person 


Even with a new contract in his 
pocket. Calkins was in a tough spot. 
He was only one of two-dozen jobbers 
in the Denver area—and a small one 
at that. Phillips alone has seven other 
jobbers in the area, plus three com- 
mission agents and some of its own 
sales people. 

Knowing he needed station business 
in a hurry, Calkins laid out his course. 
There was no master plan, no set 
formula—but lots of hard, personal 
selling. Calkins tells it this way: 

“I set up a pattern of calling on at 
least 10 and as high as 15 stations a 
day after we switched to Phillips. I 
asked the dealers who their suppliers 
were, if their stations were leased or 
privately owned, when leases expired 
and how they were getting along with 
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“We improved the efficiency of our em 
putting our business on a family basis.” 


tine 


work hard because I don’t want anyone 
count away from us.” 


“By golly, 
to take an 


“The secret of our success was getting the confidence 
of our dealers. We gave better service.” 


Ik over everything of importance the salesman 


ran adfoss the day before... ” 


Rebuilt His Sagging Business 


their present suppliers. 

“Then I set up a card system. Just 
before their leases were due to expire, 
I'd call back and try to get them to let 
me supply them. In the first 24 
months, I put up 24 signs—for an 
average of one new station a month.” 

To get the business, Calkins sold 
himself and his supplier. “I pointed 
out,” he says, “that Phillips was a 
growing company in this area and that 
they should grow along with it. We 
offered to repaint their stations and 
give them modern pumps. 

“After we got a station, we'd help 
with a doorbell campaign. The dealer 
would put on a clean uniform and go 
around to houses in his neighborhood, 
introducing himself. We also circulated 
‘get acquainted’ handbills and helped 
dealers outfit themselves and their em- 
ployees with new uniforms, splitting 
the cost in both cases. 

“We did everything we could to 
spruce up these ‘dogs,’ which the 
majors didn’t want.” 

Phillips supplied sales aids, a sales 
expert to help on station calls, and a 
lubrication engineer who helped with 


lube meetings and dealer lube prob- 
lems. 

There wasn’t much money left for 
Calkins at first. “During the first three 
years after the switch, we poured all 
our profits back into the business. This 
money was used to help dealers fix up 
their stations, for new tank wagons 
and for other new equipment to ex- 
pand our delivery system and improve 
efficiency around our warehouse and 
office. 

“But the secret of our successful 
jobbership. isn’t the paint we bought 
or the handbills we provided. It was 
getting the confidence of our dealers. 
We gave them better service. We let 
them understand we wanted to help 
every chance we could. 

“We try to establish a close, per- 
sonal relationship with dealers. We let 
them know we’re ready to serve them 
seven days a week and do other things 
for them that the big companies won't 
do.” 

This same personal approach has 
enabled Calkins to carve out sizeable 
commercial account business, and 
hold it. He gets no price concessions 
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from Phillips for commercial business, 
and competes with its salaried sales- 
men and commission agents. 

“The big problem,” Calkins admits, 
“is that friendship can’t hardly with- 
stand a half-cent-a-gallon cut in gaso- 
line price. If a supplier offers the cus- 
tomer a half cent reduction under 
what he’s getting from me, I can’t ex- 
pect him to stay with me, at a finan- 
cial sacrifice, just for friendship rea- 
sons.” 

Yet friendship remains Calkins’ ace 
in the hole. He knows that local busi- 
nessmen like to do business with other 
local businessmen: “That’s our big ad- 
vantage, and we emphasize it.” And 
there’s more in it for Calkins than a 
dollar. “I enjoy the friendship of other 
businessmen,” he says. “I find pleas- 
ure in it. It isn’t just the business.” 

Results are that Merchants has 
grown from an operation employing a 
bookkeeper, two truckdrivers and 
three small trucks (900, 1,200 and 
1,500 gal.) to a concern with 13 em- 
ployees. It now operates a 4,030-gal. 
transport for suburban deliveries and 
to haul product from the Phillips pipe 
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line terminal in northeast Denver to 
Merchants’ 150,000-gal. plant. Three 
1,500-gal. trucks and one 1,200-gal. 
unit handle service station drops. 

Today Merchants supplies 48 serv- 
ice stations. It owns six and leases 20. 

TBA business has grown from a 
gross of $19,000 in 1949 to $86,000 
in 1954. That’s a strong $17.20 per 
thousand gal. (wholesale) ratio. 

Calkins doesn’t let good times throw 
him off stride. “I could goof off here 
afternoons if I wanted to, but I don’t. 
I enjoy work. I work hard because 
I don’t want anyone to take an ac- 
count away from us. I want to keep 
my dealers satisfied. 

“Biggest satisfaction I get out of 
business is pleasing a customer, to 
know I’ve done a good job for him. 
It’s like the feeling you get when you 
drive a golf ball a long way.” 

This attitude is one big reason Mer- 
chants Oil is still growing. The com- 
pany hasn’t built any new stations, but 
is looking for locations now and plans 
to build or acquire two new stations 
a year for the next few years. “That’s 
about all we can afford,” says Calkins, 
“but we've got to acquire good new 
outlets to keep up with the major com- 
panies’ building programs.” 


Stress on Efficiency 


Merchants has made a large saving 
by increasing station storage to take 
1,500-gal. drops (maximum permitted 
in Denver). “Monday through Friday” 
ordering by dealers gives drivers Satur- 
day afternoons and Sundays off, ex- 
cept for the man who handles com- 
mercial accounts with small storage 
and dealer rush calls. 

“The only way to make money in 
the jobber’s business is to keep over- 
head down.” Calkins explains. “You 
do that by improving delivery methods 
and making maximum deliveries on 
each trip.” 

Drivers meet every Monday morn- 
ing to talk over traffic and delivery 
problems and ways to improve cus- 
tomer relations. If a driver finds a 
new, auicker route to an account, it is 
used from then on. If construction or 
something else bottles traffic, trucks 
are routed around that point 
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“I enjoy the friendship of other businessmen. 


I find pleasure in it—it isn’t just business.” 


[This is important, because Mer- 
chants’ business is concentrated in 
Denver. The longest haul is only 14 
miles from the center of the city. 

Calkins huddles with salesmen every 
morning. “We hit the ball at 8 o’clock. 
We talk over things the salesmen ran 
across the previous day. Then we de- 
cide what we’re going to do that day. 
These meetings have solved a lot of 
credit problems. We discuss who can 
charge and who'll be C.O.D. This has 
cut down accounts receivable. I con- 
duct the meetings, but we disagree all 
the time.” . 

Phillips handles daily newspaper, 
radio and television advertising, but 
Merchants follows up with ads in con- 
vention and institutional publications. 

Last summer, the company spon- 
sored Sunday radio broadcasts of 
Kansas City Athletics baseball games. 
It presented 28 high school football 
games in the fall. In December, Mer- 
chants sponsored two _ professional 
football games on TV, and it is a 
partial sponsor of University of Den- 
ver hockey this winter. 

TV-radio ads feature Merchants 
dealers and usually plug a TBA item. 


Employe Relations 

Calkins hasn’t done it all himself. 
He has a sharp, smooth-working staff 
behind him, and he’s the first to call 
attention to it. 

“We have put our business on a 
‘family basis,” he says. “The people 
who work with us reflect this attitude 
in their dealings with customers. Our 
drivers don’t offend dealers—they are 
salesmen, too. They look for new 
business, for ways to keep our present 
customers satisfied.” 

Two drivers have been with Mer- 
chants 10 years and the other two 
since 1949, 

Bonuses are an added incentive for 
the Merchants staff. Calkins has no 
formula for them. It depends on how 
things have been going and how his 
people are producing. He started with 
a Christmas bonus of $25 per em- 
ployee in 1949. It was $300 in 1954, 
and even larger this year. Each em- 
ployee rates a Thanksgiving turkey 
worth $10 to $12 and. last June. 


everyone received an unannounced 
bonus of $100. 

The company foots the bill for a 
$2,000 life insurance policy for each 
employee, and pays half the cost of 
hospital-surgical insurance. All  to- 
gether, it costs $6,300 a year, or about 
$500 per employee. 

In addition, each driver gets two 
new winter uniforms and two summer 
outfits each year. “And,” says Calkins, 
“we're always passing around tickets 
to ball games and stuff like that. 
They’re pleasant surprises that make 
the fellows glad they work here. 

“Our pay—not counting bonuses 
is right along with the best in town. 
That’s about 30% above the lowest- 
paying jobbers.” Some jobbers hire 
drivers at $200 a month. Calkins re- 
ports his start at $80 a week. 

“Because of things like that, there’s 
no grumbling if they work until mid- 
night when there’s a gas price change.” 


The Man Himself 


Calkins is 39 and married (his wife 
Marjorie is an active partner in the 
business). He has a 13-year-old son, 
Brad, and a 9-year-old daughter, Lisa. 
He was born in Denver and attended 
high school there, followed by a stint 
at Colorado College at Colorado 
Springs. 

He left college in 1934 and went to 
the Pacific Coast, but returned to Den- 
ver the next year and entered The 
Texas Co.’s accounting and sales de- 
partment. He coupled this with a night 
accounting course at the University 
of Denver. 

That same year, he switched to Mer- 
chants, which had been founded 22 
years before as the Denver Filling 
Station Co., and had opened Denver’s 
first station. 

A tennis and golf fan, Calkins says. 
“T haven’t been able to do much of 
either lately. I’ve been too busy fixing 
up our new suburban home—land- 
scaping and stuff like that.” 

He’s a Kiwanian and a member of 
the Denver Chamber of Commerce. 
He was instrumental in organizing 
Colorado Petroleum Marketers Assn. 
a year ago and was elected last fall to 
his second year as president. * 
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a round peg 





in a round hole 





What works successfully for the other fellow’s 
operation might prove a failure for you. You 

need a plan of operation tailored to your 

specific wants. Whether you fly our banner, or your 
own, Ashland Oil & Refining Company is the 
independent supplier flexible enough to 

offer you such a plan. Besides supplying you 

with an exciting new gasoline and better 

petroleum products, Ashland Oil offers you 

tested merchandising plans to help you become 
the dominant independent operator in your area. Call 


us now, let’s talk over your requirements. 


ASHLAND OIL & REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL. — 2616 E. Broadway; BUFFALO, N. Y. — 800 Ellicott Square; CHICAGO, ILL. — 122 S. Michigan 
Ave.; CINCINNATI, 0. — 1402 Fed. Reserve Bank; CLEVELAND, 0. — Standard Bidg.; DETROIT, MICH. — P. 0 
Box 6025; EVANSVILLE, IND 2500 Broadway; FINDLAY, 0. — P. 0. Box 210; LOUISVILLE, KY 

3005 Dumesmil; NASHVILLE, TENN 5 E. Main; PADUCAH, KY.; PITTSBURGH, PA. — 711 Park Bldg. 


The Independent Brand for Independents 
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TOPPING 
OFF... 


SUPREME 


EASE LINE 


A. 0. Smith Meters are 
Accurate to the Last Drop 


A significant test of accurate metering is 
provided when “topping off” at loading 
racks. With the “cash register” accuracy of 
A. 0. Smith Meters, they quickly pay for 
themselves because they protect your invest- 
ment and increase the efficiency of your 
operation. See nearest representative for 


further information. 


48 


‘Lit wii | 


Accuracy, safety and speed characterize the 
one-man operation of truck loading racks 
such as this. It is made possible by A. O 
Smith Meters equipped with Slow Closing 
Set Stop Valves and Ticket Printing Registers. 


Through research .. a better way 


@ @ 
Oh A Be gs Fe eS a ee 


a & 3 3: ® P 2:8: O88. F. S 


Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. O. 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1. International Division—Milwaukee 1, Wis 
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Brief but Significant 


® Gulf Oil Corp. plans to cut 7% 
(4,500 b/d) from its first-quarter im- 
ports of Middle East crude oil this 
year. 

SIGNIFICANCE: Speculation is that other 
major importers will take similar action, 
as requested by the Office of Defense 
Mobilization. 


@ Federation of Independent Oil Un- 
ions has been formed and a constitu- 
tion and bylaws convention is planned 
early this year. 

SIGNIFICANCE: Reports are the new fede- 
ration represents 20,000 oil workers. 


@ U.S. Court of Appeals says the fed- 
eral government has the power to set 
nation-wide minimum wages for in- 
dustries doing government contract 
work. 

SIGNIFICANCE: Immediate “loser” is the 
textile industry, but some Washington 
sources say the ruling might affect oil. 


@ Major gasoline refiners and mar- 
keters are “involved on a grand scale” 
with auto manufacturers in “systematic 
elimination of the independent parts 
wholesaler,” said G. C. Morris, execu- 
tive director of Automotive Whole- 
salers of Texas, at a Senate hearing. 
SIGNIFICANCE: National Congress of Pe- 
troleum Retailers has joined automotive 
trade groups in a campaign against “co- 
ercive” practices in automotive replace- 
ment sales and services. 


@ Arkansas Public Service Commis- 
sion has approved a $4-million-a-year 
rate boost for Arkansas Louisiana 
Gas Co., a natural gas utility. Com- 
mission is letting the utility earn 8% 
on its investment instead of 6%, and 
charge the same for gas it produces as 
it pays for outside gas. Arkansas 
Louisiana produces 20% of its total 
deliveries. 

SIGNIFICANCE: The special conditions 
could lead to a new round of gas rate 
increases, 


@ Minneapolis heating oil jobbers and 
suppliers have formed an Oil Heat 
Assn. to promote oil “in any and 
every way possible.” 

SIGNIFICANCE: The organization still is 
confined to the Twin Cities, but it is 
stirring up state-wide enthusiasm. 


@ Midwestern Gas Transmission Co. 
has applied to Federal Power Commis- 
sion for permission to build a new 
1,760-mile pipe line and to import 
Canadian natural gas into the Midwest 
states. 

SIGNIFICANCE: Midwestern wants an 
okay to sell to customers of several major 
pipe line companies if the companies 
themselves don’t buy its gas. 


@ Two oil companies are fighting a 
ban against service stations in Lathrup 
Village, suburb of Detroit. Land for 
stations was purchased in commerci- 
ally zoned areas prior to passage of the 
ordinance prohibiting stations. 
SIGNIFICANCE: If the ordinance sticks, 
and the practice spreads, marketers may 
have trouble picking locations for future 
stations. 





Free Service... 


. can be an effective sales 
tool. Read how an lowa heating 
oil firm makes summertime 
maintenance checks pay BIG 
dividends . . 


see page 93 





@ Small Business Administration has 
approved a $50,000 loan to W. E. 
Scandlyn, oil jobber in Harriman, 
Tenn. 

SIGNIFICANCE: SBA loans, often over- 
looked by jobbers, may be available when 
local financing can’t be obtained. 


@ In November, the Michigan oil in- 
dustry conducted a $50,000 highway 
safety campaign, the first of four or 
five to be staged in a 12-month period. 
SIGNIFICANCE: Directors of the program 
hope it will be the first in a series to 
extend for five years or more. June Cam- 
paign will follow the “Watch Out for 
Kids” theme, since that is the peak fatal- 
ity month for school children. 


@ Total vehicle miles driven in U.S. 
in 1955 were up about 4.6% over the 
560,857 million logged during 1954. 
SIGNIFICANCE: The total includes much 
low-mileage truck travel. But even figur- 
ing it on a passenger-car rate of 15 miles 
per gal., it adds up to an extra 1,719,- 
828,133 gal. of fuel. 
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® Oil-Heat Institute of America says 
150 new firms have joined its distri- 
bution division chapters in the last 
two months. 

SIGNIFICANCE: As competition from other 
fuels gets tougher, heating oil distributors 
are realizing the value of joint coopera- 
tion. 


@ Government and oil industry of- 
ficials are worried over the effect of a 
new executive order tightening con- 
flict-of-interest regulations for govern- 
ment personnel serving without pay. 
SIGNIFICANCE: They fear top industry 
people might be reluctant to aid in staff- 
ing another Petroleum Administration for 
War, if they were made to bare personal 
finances or if they were barred from 
policy-making positions. 


@ Arkansas Supreme Court has ruled 
that Arkansas oil jobbers were within 
their legal rights when they served a 
summons on a Lion Oil Co. commis- 
sion agent in Ft. Smith, in a suit to 
prevent Lion from “selling below 
cost.” 

SIGNIFICANCE: In effect, the court ruled 
that the agency is the direct agent of Lion 
and a summons can legally be served 
on him. A lower court earlier made a 
reverse ruling. 


@ Marketed U.S. natural gas _ pro- 
duction totaled 8,743,000 Mcf in 
1954, compared with 8,397,000 Mcf 
in 1953. 

SIGNIFICANCE: This is the smallest an- 
nual increase since 1946. 


@ National Tank Truck Carriers, Inc., 
and other organized truckers, are 
“carefully watching” Senate Small 
Business Committee probe of com- 
plaints that Interstate Commerce Com- 
mission doesn’t give proper consider- 
ation to small operators. 
SIGNIFICANCE: Truckmen say the only 
solution is more ICC funds so it can 
carry out its duties. They say ICC is 
smaller in scope now than it was when 
the trucking industry was only one-tenth 
its present size. 


@ Gustafson Oil Co. has opened a 
new 4-million-gal. terminal on the 
Mississippi River at Minneapolis. 
SIGNIFICANCE: The company says it is 
the area’s largest river terminal storing 
No. 5 and No. 6 oils exclusively. 
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“Now we've really got 
service we can sell... 


WITH OUR 4£7nco/n LUBRICATING EQUIPMENT!” 


report Wayne and John McKinzie, operators of 
McKINZIE CONOCO SERVICE, Denver, Colorado 


“Our Lincoln-equipped lube department gives us special service to 
build increased business. We can do faster, better work...and our 
customers like it. 


“Our lube service brings customers back... builds a steady, profitable 
repeat service business. The more business we do, the more we appre- 
ciate the speed and efficiency of our new Lincoln equipment. It is 
really helping us grow.” 


" 
é 


Ad o4 
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ARE YOU READY TO EXPAND? 


Consider the opportunities that are waiting for you 
when you have a modern Lincoln-equipped lubrica- 
tion department. You'll be interested in reading the 
booklet “Path to Profits in the Lube Room.” 


Send for your FREE Copy Today! 
Mail this Coupon 


TO LINCOLN ENGINEERING CO. 
5702-74 Natural Bridge Avenue, St. Louis 20, Missouri 


Please send me free booklet “Path To Profits 
In The Lube Room.” 


Name 
Company 
Address 
City 
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This Gilbarco Roto-Prime Pump at Love Field, Dallas, Texas, 
handles 75,000 gallons monthly for Braniff International Airways. 


“KA Gilbarco Roto-Prime 
Whe Oe ed O/B oy am atch aol bh ate: 


lac-\ade)l-\bhaqWe aa cole hb Lol ti 


Braniff International Airways, Inc., Dallas, Texas 


is 


Mr. Dave O'Conner, Operations Man- 
ager for Braniff International Air- 


“In March 1952, we purchased a Gilbarco Roto- 
Prime pump to handle aircraft fueling and de- 
fueling. Since installation, this Gilbarco Pump 
has transferred and loaded over 3,300,000 gallons 
of aviation fuel, or in excess of 75,000 gallons 
per month. 


“Our Roto-Prime is in service twenty-four 
hours a day, seven days a week, providing us with 
top efficiency and trouble-free service. In fact, 
our Gilbarco Roto-Prime has not cost us one cent 
for maintenance since installation. 


“From our experience with this Roto-Prime, we 
are convinced that it is THE PUMP for handling 
Petroleum Products.” 


Gilbarco Roto-Prime pumps have proved them- 
selves on-the-job as top performers for every 
type of pumping operation — large or small. 


ways at Love Field. 


Gilbarcos start without priming and run without 
venting. Whatever installation you plan — avia- 
tion refueling, transport or tank car unloading 
— bulk plant or terminal transfer — Roto Primes 
are THE PUMPS. Write us for catalog and complete 
information. 


Gilbert & Barker Mfg. Company 
West Springfield, Mass. 
Toronto, Canada 
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to your advantage 
to use Du Pont additives 


The use of additives is becoming in- 
creasingly important in the petroleum 
industry. For this reason, additives 
“know-how” is also increasingly im- 
portant. 

This know-how (available to you 
through Du Pont) can give you spe- 
cific and valuable manufacturing, sales 
and economic advantages which are 
not readily available except through 
an organization with broad research 
and manufacturing facilities. 


A complete line of additives 


Du Pont offers a complete line of 
gasoline additives. Not only do we 
supply tetraethyl lead, gasoline dyes, 
antioxidants, and Metal Deactivator, 
but our line also includes heating and 
diesel oil additives, lube oil additives 
and grease stabilizers together with 
the services that go with all of them. 

To make sure that each additive does 
its job in a variety of individual re- 
fining operations, Du Pont provides 
five regional laboratories—working 
exclusively on refiners’ additives and 
quality problems. What’s more, these 








It’s definitely 









and services 









give you a strong competitive wedge. 
Since Du Pont supplies the widest 
range of additives, this company also 
offers you the widest range of market- 
ing aids... for your lube oils, heating 
oils, diesel fuels and greases—as well as 
several outstanding programs for gas- 
oline. And all of the Du Pont market- 
ing tools are so designed that they can 
be easily tailored to your own individ- 
ual requirements. 

To take advantage of the economies 
and benefits that go with buying addi- 
tives in bulk, just get in touch with any 
of the Du Pont Petroleum Chemicals 
Division representatives or the nearest 
sales office listed below. 


laboratories—like the DuPont ware- 
housing and shipping points—are con- 
veniently located right in the five ma- 
jor refining areas of the country. 

















An interior view of a typ.cal Du Pont 
Petroleum Chemicals Division regional 
laboratory. It is completely staffed and 
equipped to handle practically all types 
of additives problems. 








Marketing services, too 





REG. uy. 5, Pat. Off 


Better Things for Better Living 
+ « « through Chemistry 


Petroleum Chemicals 


As you know, the use of additives can 
enhance your sales opportunities ... 













E.I1. DUPONT DE NEMOURS & COMPANY (INC.) ¢ Petroleum Chemicals Division ® Wilmington 98, Delaware 















Sales Offices: 
CHICAGO, ILL.—8 So. Michigan Ave. ........ Phone RAndolph 6-8630 PITTSBURGH, PA.—Room 510, Alcoa Bidg. .. . Phone ATlantic 1-2933 
HOUSTON, TEXAS—705 Bank of Commerce Bidg. Phone CApitol 5-1151 SAN FRANCISCO, CAL.—Room 626, 111 Sutter St., Phone EXbrook 2-6230 
LOS ANGELES, CAL.—612 So. Flower St. ...... Phone MAdison 5-1691 SEATTLE, WASH.—Room 215, 4003 Aurora Ave. Phone MElrose 6977 
NEW YORK, N. Y.—1270 Ave. of the Americas .. Phone COlumbus 5-2342 TUESA, GREA «=P: CO. BR FOO os vn tvbcvabciekscs Phone LUther 5-5578 
PHILADELPHIA, PA:—3 Penn Center Plaza ........ Phone LOcust 8-3531 





IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division—80 Richmond Street West—Toronto 1, Ontario 
OTHER COUNRIES: Petroleum Chemicals Export—Nemours Bldg., 6539—Wilmington 98, Delaware 





Your trade wants batteries 
that give 20% faster cranking 


speed... 10% more power in cold weather. 





That means batteries with 
A battery equipped with U. S. Peerless® 


U. Ss. Peerless Microporous Rubber Separators has power 
to spare in frigid weather. Even when the 
temperature is zero, Peerless Separators de- 
liver 10% more power and 20% faster 
cranking speed. That’s because Peerless has 
15% lower electrical resistance than ordi- 
nary separators. This means greater battery 
capacity. Peerless Separators also have other 
big advantages: they are unaffected by over- 
charging, heat, battery acid or plate pres- 
sures. They will not get mushy or soft and 
will maintain their original toughness 
throughout battery life. 


Make sure the batteries you stock and sell 
have Peerless Rubber Separators. They 
guard batteries against premature failure, 
save you the nuisance of replacement, and 
increase your profit per unit. 


Electrical Wire and Cable Department 


United States Rubber 
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There's a good reason for 
the 1000 new Cities Service 
September 1953! 


outlets since 


With the addition of 1000 new outlets since 
1953, Cities Service is moving ahead faster than ever! 

These new dealers and distributors didn't just 
happen to choose Cities Service . . . they joined 
forces because they could see the trend of events in 
the gasolene industry. 

They were confident when Cities Service New 
5-D Premium Gasolene was announced in Septem- 
ber 1953, that with its heavy promotional backing, 
it would result in sales increases far above the 
general rate of the industry's increase. 

And they were right. Those dealers and dis- 
tributors who teamed up with Cities Service since 


1953 enjoved a phenomenal increase in premium 


gasolene sales, a better than average sales increase 
in all petroleum products . . . plus a continual in- 
crease in promotional backing! 

They have flourished in an atmosphere of co- 
operation, not domination, by Cities Service . .. and 
if you talk with any of them, you'll find they expect 
1956 to be their biggest year ever with 5-D Premium 
Gasolene sales hitting a new high. 

Yes, Cities Service is still on the move, as its 
competitors will admit, and because of this market- 
ing expansion, there are now some fine opportunities 
for dealerships and distributorships, perhaps in your 
area. For information write: Cities Service Oil 


Company, Sixty Wall Tower, New York 5, N. Y. 





HERE IS THE AREA 

—38 STATES EAST OF 
THE ROCKIES—-IN WHICH 
1000 NEW OUTLETS 
JOINED THE GREAT 
CITIES SERVICE FAMILY 
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It was the year when “Rough Rider” Teddy Roosevelt 
became President of the United States . . . when the 
Atlantic was first spanned by Marconi’s radio signal 
. . when Charles Fitzmorris circled the globe in an 

amazing 60 days. 
We remember this year particularly well. It was 
our first year... the beginning of the Gulf Oil 
Company. 

If you recalled it as 1901—you’re right. 

The year was ushered in by a fabulous event at 
Spindletop, Texas. Drillers at the Lucas Well 
heard a rumble and suddenly the world’s most 


Gulf Oil Corporation - Gulf Refining Company 


What year 
would you say 
it was? 


famous gusher shot 200 feet into the air, shower- 
ing 100,000 barrels of oil on the ground. 

This marked the opening of a new era in petro- 
leum history—a surge of expansion as dramatic as 
the original gusher. Today, more than half a mil- 
lion wells in this country tap underground oil to 
fill the gathering lines to hundreds of tank farms 
and refineries. 

And expansion and progress are continuing as 
Gulf and the entire oil industry develop new ways 
to improve production and products of petroleum; 
and to reduce their cost for the American people. 


GULF 
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Pittsburgh, Pa. 











for 
BULK PLANTS 
and 


TANK TRUCKS 





INCREASED SPEED of delivery is obtained by using these 
Marlow “bulk plant” pumps. Many other benefits are also 
obtained by using long lasting Marlows on transports, air- 
craft refuelers, and home oil delivery trucks. 
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SMOOTH, QUIET OPERATION — In areas where noise is _ primers, with no metal-to-metal contact, insures vibration- SEL 
undesirable, you are free from complaints with Marlow less pumping. The use of Marlow pumps for this service is tery 
pumps. The construction of these highly efficient self- spreading rapidly. Pumping is fast, reliable, and quiet. fron 





LONG SERVICE LIFE — Marlow pumps 
practically eliminate wear. An impeller, 
the only moving part, rotates freely with 
no metal-to-metal contact in the pump. 





LOW FIRST COST, LOW OPERATING Cost — Four a 
Marlow vertical pumps are speeding gravity flow in this ti 
bulk plant. These pumps are the lowest cost units avail- | tl 
able for this service. Higher efficiencies mean low power a 


consumption. Freedom from wear saves maintenance. 


NO METAL-TO-METAL CONTACT. 
NO WEAR. 


MARLOW PUMPS, Division of Bell & Gossett Company 





coast bulk plant. These units combine the wear resisting 
and high capacity advantages of standard centrifugals 
with the self-priming characteristics of rotary pumps. 


SELF-PRIMING ON UNDERGROUND TANKS — This bat- 
tery of 4-inch Marlow pumps has been handling gasoline 
from underground tanks for over six years at a large east 


ABSENCE OF LEAKS 
— Illustrated at the 
right is a typical Mar- 
low pump shaft seal. 
It provides a safe and 
dripless seal where the 
shaft enters the pump 
housing. The seal is 
self-lubricating and is 
built for years of 
trouble-free service. 


A PUMP FOR EVERY JOB — Two power- 
take-off pumps are combined on this tank 
truck chassis to provide fast and depend- 
able aircraft refueling... just one of many 


Marlow types available. HIGH CAPACITY —- At this plant, Marlow pumps handle 64,000, 


000 gallons of aviation gasoline per year. Six 3-inch Marlows 
part of a battery that also includes 2-inch and 4-inch pumps 
are being used on high speed loading of tank trucks. 


Ridgewood, New Jersey ¢ Longview, Texas ¢ Morton Grove, Illinois 













MARLOW PUMPS, Division of Bell & Gossett Company 
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For Small Bulk Plants... 





ertecert/ 












SPEEDS UP LOADING — Faced with a problem capacity from 40 GPM (using gravity) to 100 
of very inefficient loading rack facilities, one bulk- GPM with two Marlow vertical pumps. This mod- 
plant operator in Waco, Texas jumped his loading _ernized installation, increased loading speed 150%. 





LOW OPERATING COSTS — Marlows used at this 


bulk plant double the gravity flow loading speed 
These efficient pumps operate with smaller motors 
than rotary types. Since the pumps do not wear, 
extra savings are made in service and maintenance. 





p 
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EASY TO INSTALL — Pictured here is a vertical pump SP, 
installation. The piping arrangement is very simple be- are 
cause the pump discharge is directly across from the me: 
suction connection. It’s only necessary to break the sen 
piping and install two unions to insert a Marlow into a lon: 
gravity flow system. inst 


MARLOW PUMPS, Division of Bell & Gossett Company Ridg 











Ridgewood, New Illinois 





















Jersey ¢ Longview, Texas ¢ Morton Grove, 





LOW INITIAL Cost — The Marlow pumps shown from above-ground storage. This company is 
on this location are regularly used to transfer oil, pleased with the trouble-free operation of these 
kerosene, regular gasoline and aviation gasoline verticals, as well as with their low first cost. 


PIONEERED BY MARLOW — In 1948, Marlow 
introduced the first commercial vertical self- 
primer. Pictured below is one of the present mod- 
els with exclusive features not available in any 
other pump. Another Marlow “first.” 





SPACE-SAVING INSTALLATION — Marlow verticals 
are compact. The four pumps shown above occupy a space 
measuring 4’ x 1’. This four-pump battery loads oil, kero- 
sene, regular gasoline and high-test gasoline at 110 gal- 
lons per minute... one of many effective space-saving 
installations. 








Ridgewood, New Jersey ¢ Longview, Texas ¢ Morton Grove, Illinois 






MARLOW PUMPS, Division of Bell & Gossett Company 
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Distributor STANDARD OIL COMPANY OF CALIFORNA 





PHONE EA.!/73 








FOUR MINUTES TO LOAD 1200 GALLONS — At the Dia- pump operating at capacities up to 350 gallons per minute. 
nond Fuel Company in Portland, Oregon, a 1200-gallon Diesel and stove oil are handled by separate pumps. Con- 
ank truck is loaded in only four minutes! This is accom- siderable time is saved at the loading rack which means 
lished with a Marlow 4-inch, self-priming centrifugal increased time for deliveries. 























IX YEARS OF TROUBLE-FREE SERVICE — Both 4-inch USED FOR FUEL OIL — At a Long Island fuel company, 
nd 6-inch self-primers are used at this big New York City two Marlow self-primers are used to transfer fuel oil from 
ulk station to move 10,000,000 gallons of gasoline per transports to storage tanks and from storage tanks to de- 
ionth...all from underground storage. Used for six livery trucks. The pumps have cut loading time in half. 
“ars, the pumps have operated effectively with no costly Marlow self-primers have also been used successfully for 
* time-consuming maintenance problems. handling heated Bunker C oil. 


MARLOW PUMPS, Division of Bell & Gossett Company 
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Ridgewood, New Jersey ¢ Longview, Texas ¢ Morton Grove, Illinois 


Bulk Plants... 


UP TO 150 TRUCKS PER DAY — This busy bulk plant han- 
dles 64,000,000 gallons of aviation fuel per year, entirely with 
Marlow pumps. Some of these pumps have been in use for 
seven years, all operating with a minimum of trouble and 
delay. A total of 23 Marlow pumps are now in use. 


ee 





IN ALL TEMPERATURES — This installation of four Mar- 
low self-primers is located in Western Canada where they are 
subjected to extreme temperature variations. For months at 
a time, these pumps are buried from sight in the snow. They 
prime themselves, do not vapor lock, and pump dependably 
without attention. The user expresses complete satisfaction. 


Ridgewood, New Jersey ¢ Longview, Texas ¢ Morton Grove, Illinois 
























EASY TO INSTALL AND OPERATE — Nine 4-inch 
Marlow self-primers are used in this pump battery 
at the important Marine Terminal Bulk Plant in 
Cicero, Illinois. Since self-primers prime themselves 
and handle surprising quantities of air and vapor, 
pump installation and operation is simplified. 


TOP 4000 GALLON TRUCK IN 13 MINUTES — At 
The SICO Company Deep Water Terminal, Wilming- 
ton, Delaware, six 4-inch Marlow pumps handle 
approximately 40,000,000 gallons per year. The 
pumps were installed in 1950, replacing rotary 
pumps. Each pump can handle 360 gallons per minute. 








For Tank Trucks... 





AIRCRAFT REFUELING — Marlow equipped refuelers are 
being used here at a busy airport. Aviation fuel must be 
handled quickly, safely, and economically. The pumps may 
be connected mechanically to the truck power-take-off, they 






FIRST OF ITS KIND — Marlow introduced the first 
self-primer for operation from the power-take-off of a 
refueling truck in March 1949. The pump, equipped 
with a specially designed “built-in” speed increaser, 
permitted effective centrifugal pump operation 


MARLOW PUMPS, Division of Bell & Gossett Company 
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may operate from a hydraulic motor, or they may be close- 
coupled to an auxiliary engine. Whatever the method, Mar- 
low’s have been used because of their high speed, low cost 
and maintenance-free performance. 





standard power-take-off speeds. One of the first units 
was installed on this Esso tank truck. Since then, the 
use of Marlow power-take-off pumps has grown tre- 
mendously and this type of pump is now being used by 
both major oil companies and independents. 


MARLOW PUMPS, Division of Bell & Gossett Company 
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Ridgewood, New Jersey ¢ Longview, Texas ¢ Morton Grove, Illinois 
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AUXILIARY ENGINE-DRIVEN — Many operators pre- HYDRAULIC MOTOR DRIVEN — A hydraulic motor 
fer to use a low-horsepower, auxiliary-engine powered drive is most commonly used on trailer units to avoid 
pump. The Marlow shown above handles #2 fuel oil mechanical power linkage between tractor and trailer. 
at an average retail delivery rate of 740 GPH, over 250 This is a very compact, effective, and clean-cut instal- 


gallons more than with previous equipment. lation. Operation is vibrationless and extremely quiet. 





mek 





QUIET OPERATION — A Marlow 2-inch, Type G, power- _ideal for home fuel oil delivery. Since there is no metal- 
take-off pump is used here to handle #1 and #2 fuel oil. to-metal contact in the pump, it continues to operate 
Since Marlow self-primers operate so quietly, they are without noise almost indefinitely. 
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FUEL OIL DELIVERY — This oil truck is equipped POWER-TAKE-OFF DRIVE — Shown above is the 


with a 2-inch Marlow self-primer for use on home de- pump and meter piping on a refueling truck. Two Mar- 
livery service. Extra fast deliveries are obtained. low Type G pumps are used. Note the V-belts on the 
Other advantages are vibrationless operation, no leak- right and the direct drive on the left. A choice of many 


age, and easy regulation of flow. discharge ports permits easy piping. 


Ridgewood, New Jersey ¢« Longview, Texas ¢ Morton Grove, Illinois 


nt aeactmmmetcmsamnre. son m8 teh memo we f 





MARLOW PUMPS, Division of Bell & Gossett Company 


Selecting the Pump Type 





@ A pump should capably handle the liquid to be moved. To do this, it must e 
meet certain job requirements. Listed below are the operating character- 
istics of the three pumps most commonly used in petroleum marketing. The 
characteristics covered must be considered before deciding on a specific 
type of pump. 


PUMP CHARACTERISTICS 
















ROTARY STRAIGHT SELF-PRIMING 
CHOOSING THE RIGHT PUMP 
PUMPS CENTRIFUGALS CENTRIFUGALS 
ee > 
; Self-Primin 
Rotary Straight ' > 
Centrifugal 
Pump Centrifugal : 
Pum 
Advantages Advantages ’ 
Advantages 











Auxiliary Equipment 


Use on Suction Lifts (Self-Priming) Excellent (when new) Excellent (Always) 












































| Needed 
] 
Pump Life Poor on Dry Liquids Excellent Excellent 
Quiet Operation | No Yes Yes 
Pressure Relief Bypass Valve Required Unnecessary Unnecessary 
Resists Vapor Lock Yes No Yes . 
4 
Direct Drive Possible No Yes Yes 
4 
High Capacity | No Yes Yes 
H. P. Required High Low Low 
USING SELF-PRIMING CENTRIFUGALS 
For handling petroleum products — Altogether, pump. It will operate on suction lifts where 
the self-priming centrifugal is the most versatile straight centrifugals cannot be used and will work 
and satisfactory pump for handling petroleum _ efficiently on flooded suctions as well. It will also e 


products. It combines the smooth, quiet, and effi- handle “dry” liquids which cannot be handled 
cient operation of the straight centrifugal pump effectively by rotary pumps. No other pump is so 
with the self-priming characteristics of a rotary versatile. 


A FEW OF THE MANY MARLOW PUMP USERS 





American Oil Co. 

Arabian American Oil Co. 
Asiatic Petroleum Corp. 
Bahrain Petroleum Co. 
British Admiralty 

British Air Ministry 
British American Oil Co. 
British Ministry of Supply 
British Petroleum Co. 
California Texas Oil Co. 
Canadian Oil Co. 

Cities Service Oil Co. 
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Creole Petroleum Co. 
Esso Exp. Co. 

Esso Standard Oil Co. 
Gulf Oil Corp. 

Gulf Refining Co. 

Humble Oil and Refining Co. 
Imperial Oil Co. 

Kuwait Oil Co. 

Ni As TO. 

Ohio Oil Co. 

Orange State Oil Co. 
Pan-Am Southern Oil.Co. 
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Petrofino 

Petroleos Mexicanos 
Phillips Petroleum Co. 
R.A. F: 

R.0, A. FP, 

Regent Oil Co. 
Richfield Oil Co. 

Shell Oil Co. 

Sinclair Refining Co. 
Skelly Oil Co. 

Socony Mobile Oil Co., Inc. 
Sohio Oil Co. 


Standard Oil Co. of Calif. 
Standard Oil Co. of Ind. 
Standard Oil Co. of Kan. 
Standard Vacuum Oil Co. 
Sun Oil Co. 

The Texas Co. 

Tide Water Assoc. Oil Co. 
U.S. Air Force 

U.S. Army 

U. S. Marine Corp. 

U. S. Navy 

Zwicky 


MARLOW PUMPS, Division of Bell & Gossett Company 
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Ridgewood, New Jersey ¢ Longview, Texas ¢ Morton Grove, Illinois 














@ Listed below is a wide range of available pumps. These pumps can- 
not be purchased on an “over the counter” basis. Each job must be 
engineered. This is best accomplished with the help of your Marlow 
dealer. He has a background of many successfully-engineered jobs 
and is backed by a staff of factory trained Marlow District Engi- 
neers. Speak to your Marlow equipment jobber and obtain his recom- 
mendations on the exact pump for your specific job. 


MAXIMUM * 


TYPES & AVAILABLE SIZES CAPACITY 
GPM 








Self-Priming Centrifugal Pumps 


Vertical Construction—electric motor driven 


Type EVP 2 120 80 
Horizontal Construction—electric motor driven 
Type EL (long-coupled) % to 10 3000 180 
Type EC (close-coupled) % to 3 350 180 Meter Driven Mud-Hog 







For Truck power-take-off drive =. 


Ss,’ 


av! 
Type G 2 to 3 400 220 * ‘ 2 
hgh? = _ z= 
With Auxiliary Gasoline Engine 1% to 10 3400 325 vate,» ee 


Straight Centrifugal Pumps <| 


Horizontal Construction—electric motor driven — 
Type SL (long-coupled ) 1% to 6 1600 400 





Engine Driven Mud-Hog 













Type SC (close-coupled) 1% to 5 1300 400 


Diaphragm Pumps 
Electric Motor Driven 2 to 4 140 40 
Gasoline Engine Driven 2 to 4 150 40 














*Maximum capacity is obtained at minimum head, and maximum head is obtained at minimum capacity. 











e@ MARLOW STRAIGHT CENTRIFUGAL PUMPS 





Close-Coupled Type SC units Long-Coupled Type SL units 


These pumps, like all straight centrifugal pumps, are not impellers, super-finished, high-grade steel shafts, heav 
self-priming. They are used where there is gravity flow to duty motors, and self-lubricated mechanical shaft seal 
the suction side of the pump... and there is no danger of They are available in bronze-fitted, all-iron, or all-bronq 
breaking suction. Features include hydraulically-balanced construction. Available sizes are shown in the table abov 


Ridgewood, New Jersey ¢ Longview, Texas ¢ Morton Grove, Illinois 
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GEM PUMP FOR UTILITY PUMPING— This inexpensive pump is self-prim- 
ing and is available in 4%”, 1”, and 114” sizes with capacities up to 70 gallons per 
minute. It can be easily stored, transported and carried for use in pumping out 
barrels, removing water from tanks, pumping from underground storage, and for 
many other utility jobs. The pump shown here is a %4” model being used to trans- 
fer oil from a leaky 275 gallon inside tank to a new 550 gallon outside tank. 
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America 

Arabian 

Asiatic F 

Bahrain i 

British / 

British A 

British A MUD-HOGS FOR HANDLING WASTES — This illustration shows a portable 

British ) Mud-Hog diaphragm pump used for tank “clean-out.” This particular pump is 

— P powered by an air motor. Other models are available electric motor powered, or 
Californi £@Soline engine driven. Diaphragm pumps are very ruggedly constructed and 

will pump heavy liquids and pass sand, gravel, sludge, and viscous waste mate- 

rials without clogging. Diaphragm pumps are used at low discharge heads. For 

high discharge pressures, Marlow plunger pumps are available. 


Canadiar 
Cities Se 
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Division of Bell & Gossett Company 
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one of the petroleum industry’s biggest headaches 


+ « « complaint of contaminated aviation fuel even though rigid checks prove 
fuel to be contaminate-free when it leaves the refinery. 


modern filter research has found the answer 


« « » and that answer is bulk filtration with Purolator MICRONIC‘ filters right at the 
point of delivery. Purolator’s modern research and engineering laboratories 
have developed the world’s finest airport bulk filtration equipment. And, along 
with it, they have developed valuable ideas for using this equipment to 
guarantee your customer relations. For details, write Purolator Products, Inc., 
Rahway, N. J., Dept. B2-11. "Registered Trade Mark 


TYPICAL INSTALLATIONS 
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AT AIRPORT FUELING RACK IN SIDE COMPARTMENT OF AVIATION FUELING TRAILER 
; (ten PAG-300 MICRONIC Filters) (two PAG-150 MICRONIC Filters) 
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Attractive, Long-lasting! 
Gleaming white enamel finish, rugged steel 
frames. Extra long rollers with bi-level 
design eliminates pinching and scuffing of 
hose, extra long outlet slot increases 
working radius with less strain on hose. 


Powerful! 

Highest quality spring supplies 
tremendous reserve power! Smooth- 
action exclusive ‘floating’ hub has safety 
lock to prevent spring from breaking 
if hose is released abruptly. 


Trouble-free! 

New design inlet hose and swivel 
connection assures dependable 
performance. Deep-winding sheave 
prevents jamming and jumping 
of hose. No pinching, 
binding or rubbing. 

x * &k * 


Safe! Easy Maintenance! 
Reel slides in channel... safety catch 
locks it securely. Permits all normal 
maintenance without once removing 
reels from ceiling! 


Litho. in U. S.A. 


ALEMITE 
HOSE REELS | 


® Completely New Design! 

® New Ease of Installation and Maintenance! 
@ New Eye-catching Beauty—More Compact! 
@ New Control Valves and Meters! 


Never before have any hose reels offered so many advan- 
tages that you’ve wanted. The all-new Alemite Hose Reels 
can be installed so easily that one man can do the job. And 
you never once have to remove the reels from your ceiling 
for normal maintenance. New spring design assures smooth, 
steady tension for easier operation. You can work reels with 
just half the effort formerly required. New fast latching fea- 

ture stops reel at exactly your desired working length. 
Improved Alemite Hose Reels deliver chassis or gear 
lubricants, motor oil, automatic transmission fluid, air and 
water. Hose is always clean, out of the way when not 
in use—within arm’s length when needed! Keep 
every operation in your service department 

going smoothly with Alemite! 


Ask your Alemite representative for complete information — today! 


REG. U. S. PAT. OFF. 


Dept. K-16, 1826 Diversey Parkway, Chicago 14, Illinois 
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“Weather 1s tough enough—that’s why your 
stations should have U.S.ROYAL CURB PUMP HOSE...’’ 


It won’t freeze in winter or crack in summer! 


Specified by major curb pump makers and 
oil companies 

(1)-U.S. Royal is the only hose made with 

nylon AND rayon and wire. Nylon provides See any of the 27 “U.S.” District Sales 

strength, flexibility, eliminates the weight. Offices or write us at Rockefeller Center, 

(2)-The smooth, black neoprene cover re- ‘ New York 20, N. Y. 


sists oils, abrasion and hot sun. 


(3)-The special construction prevents cur- 
vature or permanent set. 





Prsserty) U.S. Roya! is available with “Tops” REUSABLE 

ii) i Couplings — These couplings increase hose life. 
No leaks, no pull-outs. Easily, quickly assem- 
bled with no special tools. Smooth flow. 


Mechanical — Division 
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At least ninety out of every 


hundred drivers are pre-sold on 
AC. by the AC Quality Products 


that are factory equipment on 


their cars! 


Suppose, just for the moment, that a customer drives into your place 
of business for service on his car. He needs a replacement part. It may 
be an oil filter . . . spark plugs... or a fuel pump. It may be hydraulic 
valve lifters or a filler cap. 


What kind of replacement part does he want? The answer to that one 
is easy: the same kind that the manufacturer of his car chose as 
original equipment. 


AC has some original equipment on better than ninety per cent of all 
the cars produced today. \t has had original equipment on more than 
ninety per cent of all cars produced for many years. 


You'll find one or more of the 26 products manufactured or distributed 
by AC on virtually every American car. 


Could any dealer ask for greater influence on customer acceptance or a 
potentially larger replacement market than that? 


QUALITY 
PRODUCTS 
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There’s no need for your rigid qual- 
ity control measures to end when 
your product leaves the plant on its 
way to your customer. Not when you 
ship in USS Steel Drums. That’s be- 
cause every USS Steel Drum is care- 
fully processed to insure your prod- 
uct purity. 

To provide this type of protection 
from contamination, every trace of 
grease and dirt is removed from the 
drum body and ends with a strong 


alkali solution. With all impurities 
removed, the interior and exterior 
are thoroughly saturated with a 
special phosphate formula that gives 
long-lasting protection from rust. 
Take advantage of our concern for 


your product. Plan to give your 


products the important protection of 
“quality-controlled” shipping. 

USS Steel Drums are available in 
capacities from 21% to 110 gallons, 
either plain or decorated. They 
have a wide variety of openings and 
fittings. 


“Tt’s Better to Ship in Steel” 
UNITED STATES STEEL PRODUCTS 


DIVISION 
UNITED STATES STEEL CORPORATION 
DEPT. 116, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


SEE The United States Steel Hour. It’s a full-hour TV program presented every other week by United States Steel. Consult your local newspaper for time and station. 


USS STEEL DRUMS & 
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of these preferred: 


Ray-O-Vac best-sellers for you? 


Buy RAY O Vac 


£ 


‘ {Bove 


mn 


enesecies 


New Handyman Merchandiser—complete flashlight and battery New Sportsman Merchandiser—shipped with four S$22F Ray-O- 


department in just 12” of counter space. Includes three each RT12 
and RT32, and six RT22 flashlights; twenty-four each ILP and 4LP, 
and forty-eight 2LP batteries. Colorful, compact, sturdy, permanent 
styrene display. Royal blue, rich ivory, accented with red. 


Vac Sportsman spotlights and colorful display card. Each of the 
flashlights is packed in individual carton. Sportsman has chrome 
plated knurled barrel with flat removable end cap and ring 
hanger. Three-position switch with signal button. 


ay When service station operators put 
St al 
¢% ~~ Ray-O-Vac items on the “preferred” list 
—as they did in a recent survey—you can be 
sure they're talking about best sellers. Operators 
gave top preference to Ray-O-Vac flashlights and 
batteries—both for their own use and for selling 
at stations. 

Top product performance... national adver- 
tising ... sales-boosting displays ... these are 
what make your stocks turn fast. Be sure you're 
ready to profit from Ray-O-Vac merchandise in 


1956. Check your inventories and order now! 


RAY-Q-VACc 


r ¥ 
"Sealed-In-Steel” Batteries—king-size power (25¢) and regular a tal 
power (15¢). Both fit all standard flashlights. Both are guaranteed 
against corroding flashlight. New flashlight and batteries are 
yours if corrosion occurs, RAY-O-VAC COMPANY, MADISON 10, WISCONSIN 


Division Offices: 212 E. Washington Ave., Madison 10, Wisconsin * 1338 Madison Ave., Memphis 4, Tennessee 
461 Market St.,San Francisco 5, California*® 1775 Broadway, N.Y.C.19, New York ® Ray-O-Vac Canada, Ltd., Winnipeg 
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® Rotary auto lifts are practically maintenance-free . . . 
the finest lifts ever built. Yet even the best equipment 
made eventually needs service and parts. Through 49 
Parts and Service Depots in major cities, Rotary Lift 
Co. provides overnight parts delivery anywhere in the 
United States. You won’t lose time, jobs, and profits 
because of inability to get parts. Another good reason 
for buying Rotary lifts! 





Rotary eliminates biggest 
problem in lift maintenance 
Rotary’s amazing new Hydra-Seal replaces lift 
packing, the cause of most maintenance trou- 
bles on any lift. A one-piece seal, it requires 
no fitting or adjustment yet positively iy 
oil leaks, reduces plunger friction and for 

years without rep’ t. 












Frame Pick-Up Lifts Roll-On Lifts Free-Wheel Lifts Truck and Bus Lifts Mechanic's Lifts 





Write for catalog and prices 


Only Rotary Lift Co. 
gives you such fast parts service 


e®@eeeeesenseeseeeseeneeseeeee 


Overnight delivery anywhere in the U.S. 


es & @ @ 
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49 Genuine Parts and Service Depots located in 
every major metropolitan area 

These companies carry a complete stock of parts and 
accessories for Rotary Lifts. They also handle and serv- 
ice all other equipment used by the petroleum market- 
ing industry. You can depend on them to give you fast 
service when you need it most. 


NEW JACKS FOR OLD LIFTS A current model Ro- 
tary jack can be furnished out of stock as replacement 
on any Rotary Lift manufactured since 1928 . . . and 
on many other makes of lifts, too. You get the operating 
economy and dependability of the finest auto lift jack 


made without buying a new superstructure. 





Alabama, Birmingham 
Pump Shop, Inc. 
Alabama, Mobile 
Wallace R. McKinney, Jr. 
Arkansas, Little Rock 
Nichols Equipment Co. 
California, Los Angeles 
Shields, Harper and Co. 
California, Oakland 
Shields, Harper and Co. 
Colorado, Denver 

Eaton Metal Products Co. 
Connecticut, East Hartford 
Bervic Supply Co. 

D. C., Washington 

L. A. Fritter & Son 
Florida, Jacksonville 
Petroleum Engineering Co. 
Florida, Miami 

Monroe Equipment Co. 
Florida, Tampa 

Herman Young & Son 
Georgia, Atlanta 
Equipment Sales Co., Inc. 
Illinois, Chicago 
Autoquip Co. 


arts and: Service Depots 


Indiana, Indianapolis 

Indiana Oil Equipment Co. 

Iowa, Des Moines 

Gibson Pump & Equip. Co. 

Kansas, Wichita 

Service Station Supply, Inc. 

Kentucky, Louisville 

Fred H. Towery Equip. Co. 

Louisiana, New Orleans 

Metric Supply Co. 

Louisiana, Shreveport 

Caddo Oil Equipment Co. 

Massachusetts, Boston 

New England Petroleum 
Equipment Co. 

Michigan, Detroit 

The Downey Co. 

Minnesota, Minneapolis 

C.N. Price 

Mississippi, Jackson 

Whit’s Oil Equipment Co. 

Missouri, Kansas City 

A. Y. McDonald 

Missouri, St. Louis 

Neumayer Equipment Co. 


Pennsylvania, Pittsburgh 

John F. Young 

South Carolina, Spartanburg 

Oilmen’s Equipment 
Corporation 


Montana, Billings 

Eaton Metal Products Co. 

Nebraska, Omaha 

Petroleum Equipment & 
Service Co. 

New Jersey, Elizabeth 

Universal Valve Co. 


Tennessee, Knoxville 

R. B. M. Company 
Tennessee, Memphis 
The Southern Co., Inc. 
Tennessee, Nashville 
Petroleum Equipment Co. 
Texas, Dallas 
Vogel-Swygard Associates 
Texas, Houston 
White-Tucker Co. 

Texas, San Antonio 

San Antonio Equipment Co. 
Utah, Salt Lake City 

The Lang Company 
Virginia, Richmond 

W. B. Goode Co. 
Washington, Seattle 
Shields, Harper & Co. 


Wisconsin, Milwaukee 
Autoquip, Inc. 


New Mexico, Albuquerque 
Eaton Metal Products Co. 
New York, Buffalo 
Carlton W. Hasselback 
New York, Ozone Park 
Garage Equip. Maint. Co. 
North Carolina, Wilson 
Braswell Equipment Co. 
Ohio, Toledo 

Neff Equipment Co. 
Oklahoma, Oklahoma City 
Holt Pump and Supply Co. 
Oklahoma, Tulsa 
Kelleher Equipment Co. 
Oregon, Portland 

Shields, Harper & Co. 
Pennsylvania, Philadelphia 
Petroleum Equipment Co. 


IN CANADA, TOO: For parts and service on Rotary Lifts in 
Canada, contact Colville Industries Ltd., Chatham, Ontario. 
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ta new te every U5 secouds { 


40 tires a minute, 58,000 every day, 21 million 
a year! That’s tire volume through service 
stations! 

More replacement tires are sold through the 
nation’s 200,000 service stations than through 
any other sales outlet. 

Whose tires are being sold in such volume? 
YOURS? Your batteries, your accessories? 

Are you getting your share of this service 
station TBA* business? Know how to get it, 
where to start, who has to be sold? 

There’s a particularly effective method of 
soliciting this business . . . an inside track to the 


*TBA is the oil industry's designation for tires, batteries and accessories. 





men who decide what TBA items shall be sold. 

You can reach the decision-makers in oil 
jobber organizations and major oil companies 
through National Petroleum News. These men 
read NPN to get latest marketing and merchan- 
dising news; renew their paid subscriptions at the 
rate of 84.5% each year. Your direct approach is 
through the pages of National Petroleum News! 

To announce, introduce or promote TBA 
products, your first logical advertising step is a 
program in National Petroleum News .. . the 
oilman’s magazine for 46 years! 








Available free: Reprint of the TBA Directory and Buyers’ 
Guide in the 1955 NPN Factbook — 40 pages. 
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@® All-paid audited circulation 


NPN Factbook published as a 13th issue in May 
330 West 42nd Street, New York 36, N.Y. LOngacre 4-3000 
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UNRESTRICTED FLOW 


PHILADELPHIA HOSE REELS 


mean 
fast 
deliveries 








e 
Sen time at the delivery point, and 
you save money.” That is the con- 
sensus of tank truck operators every- 
where, and it is one of the many ad- 


vantages of Philadelphia Hose Reels. 





If Aligning Ball Bearing Ball Bearings 


\ Seal 
A Ween 


on 























—— Spokes for Drum——- 
SECTION THROUGH REEL 











Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 


January, 


The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 


changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher 


tion of standard parts, plus many 


- Quantity produc- 


years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 
Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497 ONTARIO 


StREET, 


PRIECAREL PRCA: 34, CR. 


Manufacturers of Reels & Valves since 1922 


Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, 
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Special offer ~( 
WIMOGUANG _ 


BY DU PONT 


CLEANS + WAXES °« GLAZES 


in one easy application 


It’s a sales sensation—the new one-operation proofs withsilicones, and because the cleaner’s 
wax by Du Pont that’s swept all test mar- _in the wax, it cleans as it waxes. As easy to 
kets! Specially formulated to keep today’s use as a liquid. Packed 12 to a case—and for 
beautiful new cars new-looking, Du Pont a limited time you pay for only 11. Use the 
New Car Wax gives you terrific sales possi- free can for easy, quick demonstration and 
bilities. It waxes with paste wax—weather- sale. 


E. 1. du Pont de Nemours & Co. (Inc.,) Specialties Sales, Wilmington, Del. 


} PONT N° ‘7’ PRODUCTS 


From Chemical Research 


~ 





-»» For Eas gto 
ier Car Care BETTER THINGS FOR BETTER LIVING 
++. THROUGH CHEMIsTRY 
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Buchsye 


solves valving problems for remote pumping 





New Emergency Valve eliminates hazard, maintains 
product flow to remaining operative dispensers 


The No. 431 D is a simple mechanical valve installed 
in the suction line at base of dispensers to remove most hazards 
of remote pumping. 


1. Valve closes automatically in case of fire. 


2. If dispenser should be damaged by a car sufficiently to break 
piping, valve design causes break to occur at outlet; 
valve disc is also released, stopping flow of product. 
3. Permits operation of other dispensers while one is inoperative. 
4. Can be manually controlled, if desired. 
5. Can be repaired without removing from line. 
No. 431 D is a modification of the Buckeye 


Swing Gate Valve—a spring-loaded, double disc, 
wedge-type gate valve. Greatest over-all 


dimension is 3-11/16 inches. Write for details. [ \ 











These Buckeye Valves (installed at pump) keep product always in the line. 


No. 851 R Horizontal Check Valve with built-in @ 
relief. Spring-loaded for slight back 
pressure. 


No. 454 R Angle Check Valve with built-in relief. 





For full details, write to: 
No. 444 R Swing Check Valve with built-in relief. BUCKEYE IRON & BRASS WORKS, DEPT. N. 
Box 883, Dayton, Ohio 


Quality Valves and Fittings for the Oil Industry 
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... to exchange names when introduced. 

In early times, names were prized secrets... 
and the stranger who knew a man’s name was 
believed to possess a potent power over his soul. 


Today, the ceremony of exchanging names 

is a courteous device permitting strangers 

to be known to each other indicating they trust 
one another and wish to be friends. 


No stranger in the field of custom truck and 
trailer tank fabrication is PROGRESS .. .in all ways 
a good friend and name to remember. 


NH} 
t 
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MANUFACTURING COMPANY, INC. 
ARTHUR: ILLINOIS 
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Share music with your child... 


THE STANDARD SCHOOL BROADCAST 


links your home to the classroom—with fine music! 


73910 012 14 


A symphony orchestra, choral 
group, dramatic cast, guest soloists—all 
blend music enjoyment with education on 
the Standard School Broadcast. It’s 
heard in 54,000 classrooms throughout the 
West, Alaska and Hawaii—and it’s 
programmed for your entertainment 
at home, too. Why not tune in this 
Thursday...see your newspaper 
radio log for time and station. 


—_—_— 
——= —— 
— = 
——~ 
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NOW IN ITS TWENTY-EIGHTH YEAR = SSS 


Presented by STANDARD OIL COMPANY OF CALIFORNIA ws 
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ONLY FRAM tests fil- 
ters in the severity of 
a dust storm at the 
world’s first full size 
dust tunnel. Just one 
part of FRAM's exten- 
sive facilities. 


M FIRST 
in quality 
ONLY FRAM offers the 
quality that is prefer- 
red most—and used 
as Original equipment 
by more vehicle and 
engine manufacturers 
than any other filter. 
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FRAM FIRST eal ay ERAM FIRS1 


rt 


in protection 228. , in preference 


ONLY FRAM has de- ef ; a) ONLY FRAM can make 

veloped and produced + this claim. Survey after 

oil, air and fuel filters " survey shows that mo- 

for Complete Engine torists prefer FRAM OIL * AIR * FUEL + WATER 
Protection. All add up , =? more than 2 to 1 over 

to longer service and j . any other filter brand 

lower costs! ' ee made. 
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~ ON THE 


NEW OHIO TURNPIKE 


Yes, it's ARO lube equipment in 
12 of the 16 modern service stations 
along the newly opened 241 mile 
Ohio Turnpike. 

Saving time in lube service—produc- 
ing top profits with ARO efficiency and 
dependability—explain why AROLUBE 
equipment gets the call in more and 











more of the leading garages and serv- 
ice stations! 

It will pay you also to look into the 
beautiful new AROLUBE Reels for 
more profits in your operations. Choice 
of reels for chassis, gear, motor oil, air, 
water, automatic transmission . . . easily 
installed in any combination of units. 


See your automotive wholesaler. 
THE ARO EQUIPMENT CORPORATION, BRYAN AND CLEVELAND, OHIO 


Aro Equipment of California, Los Angeles, Calif. 
Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


fou 


® JIPMENT 
LUBE EQUIPMENT 


Also... Air Tools . . . Aircraft 
Products . . . Grease Fittings 


ARO 
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% Truck Tire 
‘fy Remover 
4 4860-c 
6 
YY 


Tubeless 


Tire and Tube 


Tester 
#855-T 


Tubeless 
Tire Testers 
4 Models 
Also conversion 
kits for tube testing tanks 


#856 








#820 





Tube Vulcanizer , 
812" capacity 
#870 












Tube Dunker 
(tubes to 50” dia.) 


Giant Tester for 
tubes to 8’ dia. 


Designed to make tire servicing faster, easier, more profitable. 
Over 25 years of experience backs all Bishman equipment and you 
have the advantage of one source of equipment and responsibility. 






Tubeless 
Tire 
Giant 
Bead 
Breaker 
#918 














MECHANICAL 
TIRE CHANGERS 


plus 2 electric power changers give 
you a choice of models to fit your 
needs. 


ALL use the Bishman 
principle approved for 
tubeless tires by major 
rubber companies. 


Make Your Tire 
Changer a 
BISHMAN 










5 
Models 


from 


$109.00 













Tubeless 
Tire 
Vulcanizer 





You can get Bishman Equipment from leading jobbers and suppliers 
everywhere. Ask them for complete information or write direct. 


Tractor, Truck, e 
Aircraft RS 
Bead Loosener a 
and Tire g 
Remover @~ Hydraulic 
#922 as Tire Spreader 
RS $425 
we 
5 


co 





Air Tire Spreader 














Bishman 
Bead Expanders 


Anti-Friction type, #600 


Also standard 
type, 7606 












Rub-Er-Slide 
#882 








BISHMAN Manufacturing Co. 


OSSEO24, 
MINNESOTA 
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RUBBER SEPARATORS - HARD RUBBER CASE 


1} 3 A] 


ORIGINAL EQUIPMENT LINE 


A GENERAL MOTORS PRODUCT 


ON TV Spectacular “Wide Wide World” on NBC Network. 
ON RADIO. . . Lowell Thomas Newscast on CBS Network. 
See local listings for time and station. 


TUNE IN 
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DELCO DRY CHARGE BATTERIES PUT 
NEW LIFE IN MY BATTERY BUSINESS! 


x They can’t get old before they’re sold 


x and they’re backed by long life guarantees 


Now I can offer my customers the only original equipment battery 
with a three-year guarantee. And four years on the Delco Extra- 
Duty Line. It’s great for business! The new guarantees are effective 
regardless of mileage in passenger car service. AND they are 


backed by General Motors. 4 
, ; J 


That’s not all. I can stock odd-size batteries as well as popular eA 

sizes, indefinitely—and they’ll stay as fresh as the day they were 

made. It’s Delco’s all-new dry charge battery. All you do is add PARTS SALES 

the electrolyte from Delco’s new disposable container and the UNITED 
battery is ready to go any time—without an initial charge. They MOTORS 
can’t get old before they’re sold. te espe 


With 6- and 12-volt types that fit every purse and purpose; with 
a longer guarantee; with the freshest power you can buy—I GENERAL MOTORS LEADS THE WAY— 
couldn’t miss a battery sale if I wanted to. That’s Delco for you! = starting with Detco sBarreries 


January, 1956 * NATIONAL PETROLEUM NEWS 89 





Advanced 
BUTLER 
“Suburban” 
cuts costs with... 
time-saving 


» 


——— 


Fast delivery to either side is made easy with new hose guide 
that pays out in either direction. More convenient for driver. 
Makes rewinding easier. Saves wear and tear on hose. 


Compact 1600-gallon tank fits on 84” CA chassis, gives complete 
maneuverability in heavy traffic. Greater clearance in tight places 
is provided by shortening of fender skirt. Big capacity reduces back- 
tracking. Multiple compartments let you carry the grades your cus- 
tomers need. You plan more efficient mile-saving routes. 


Driver saves time starting each delivery by setting pto, clutch, 

throttle, valves and meter auto-stop all at the rear. He doesn’t re- 

trace steps until delivery is made. Delivery time is reduced by big 

capacity pump, fast-flow piping and fast-winding electric reel. 
Make more city and suburban deliveries a Start cutting costs right now. Call your Butler representative or 
day than ever with this redesigned, easy- write the Butler office nearest you for full information on the new 
to-maneuver Butler Suburban truck tank. Butler Suburban. 


BUTLER MANUFACTURING COMPANY 
7454 East 13th Street, Kansas City 26, Missouri 


954 Sixth Avenue, S.E., Minneapolis 14, Minnesota 
913 Avenue W, Ensley, Birmingham 8, Alabama 


ee paawse” 


Manufacturers of Oil Equipment + Steel Buildings » Farm Equipment + Dry Cleaners Equipment - Special Products 
Factories located at Kansas City, Mo. * Galesburg, Ill. » Richmond, Calif. * Birmingham, Ala. * Houston, Texas * Minneapolis, Minn. 
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40 SNOISIAIC 


IKE 


Cut down your _ inventory 
costs. Buy these proven rub- 
ber products from your indus- 
trial supply distributor. His 
stockroom is your storeroom 
—his service, your savings. 
Write for free brochure and 
name of your Quaker-Quaker 
Pioneer distributor. 


H. K. PORTER COMPANY, INC. 


Fiexible, lightweight, 
kink-free...hose 
behaves under pressure 


You can use this non-collapsible hose for suction as well as discharge. Light- 
weight for easy handling it has small outside diameter, exceptional flexibility 
and maintains full opening in any position for free, uninterrupted flow. To 
dissipate static electricity, couplings can be grounded to reinforcing wire. 


For high resistance to abrasion, sunlight, and petroleum products including 
aromatic fuels, both cover and tube are made of tough Neoprene Compound. 
Extra strength is provided by braided reinforcement of spring steel wire and 
high tensile rayon. Available in lengths up to 50 feet. Our complete line offers 
everything you need in industrial rubber products, including belting, packing, 
and moulded rubber for every use. 


H. K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 


Philadelphia 24, Pa. 


QUAKER PIONEER RUBBER DIVISION 


San Francisco 7, California 
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Here’s how a fuel oil dealer 


= | MENT 
This EQUI iP 
All sgisTURE 8 1 iol 


he ney i ‘paibem = J 


—_ i 





by supplying « dean, 
AABERG USES WARNER LEWIS SEPARATORS 


FOR ecececse efficient water se 
solids filtration down to 5 microns 


assured quality product 
RESULT....INCREASED BUSINESS 


Warner Lewis Company Offers Two Separator Designs 


@ Excel-So Separator-Filter contains bulk fil- @ Fram Liquid Separator-Filter. Most efficient 


tration media designed for long life — ‘ . 
efficient water removal — excellent equipment uver! Removes essentially 


solids filtration all free water — filters to 5 microns 


STE WRITE FOR DETAILS 


Company : | 
BOX 3096 TULSA, OKLAHOMA DIVISION OF FRAM CORPORATION 
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How Free Checkups Sell More Fuel Oil 


Off-season work curbs 


strong gas competition 


G IVING AWAY something for nothing 
adds up to good business for 
Oils, Inc., of Des Moines, Iowa. 

While many heating oil distributors 
are struggling to keep their service 
departments out of the red, the Des 
Moines firm is reaping the benefits 
of an off-season program of free pre- 
ventive maintenance checkups. 

Oils gives its free checkups the 
credit for retaining many customers in 
the face of stiff competition from gas 
—despite the fact that most oil men 
feel nothing connected with burner 
service should be free. 

“As a sales tool,” says Miles Mills, 
Jr., secretary-treasurer of the company, 
“preventive service ranks among the 
most noteworthy. In our case the free 
annual inspection program we offer 
often has been the most important 
single feature that has sold heating oil 
users on purchasing from us.” 

In the Des Moines area, oil heating 
costs are about 65% over gas with the 
result that virtually all new buildings 
have gas burners and the conversion 
rate is high. In the battle to keep old 
customers, free maintenance checkups 
aid in many ways. Here are the most 
important: 

e They help counter the “free” 
service offered by gas companies. Any 
attempt to sell burner service policies, 
Oils, Inc. says, would tend to shove 
more homeowners to gas. 

e Existing equipment is made to 
operate as efficiently and economically 


MILES M. MILLS JR. and MILES SR. 
Free Service Doesn’t Have to Mean Red Ink 


as possible. This, the jobber says, re- 
sults in only .65 service calls per ac- 
count per year. 

e Over 99% of Oils customers re- 
turn each year, not counting those 
dropped for credit reasons. 

e Service department overhead has 
been cut by 50% because there are 
relatively few emergency calls during 
the season. The smaller staff is able to 
get the inspections completed during 
the slow off-season from April to 
October. 

The “backbone” of the plan, accord- 
ing to Mills, is a staff of “experienced, 
highly qualified and tactful service- 





Oils, Inc.'s 24-Point Checklist 


Removed and cleaned constant level 
oil control, or solenoid valve 
screens 

Inspected oil filter 

Inspected and cleaned oil tubes 

Inspected hearth and checked for 
air leaks 

Inspected flame ring and grilles for 
proper setting and spacing 

Inspected combustion chamber 
(pressure burner) 

Inspected rings and pot 

Inspected and cleaned nozzle 

Inspected, cleaned and adjusted igni- 
tion assembly 

Inspected and oiled burner motor 

Inspected all connections for leaks 

Inspected and cleaned stackswitch 

Inspected fan and limit control 
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Inspected and cleaned thermostat 

Inspected and oiled blower and 
motor 

Inspected and adjusted blower belt 
and pulley 

Enspected air filters; cleaned per- 
manent type 

Inspected and oiled bearings on draft 
regulator 

Inspected automatic humidifier and 
humidifier plates 

Resealed furnace doors 

Inspected smoke pipe and chimney 

Inspected chimney clean-out door; 
sealed if necessary 

Inspected all hot water or steam 
system controls 

Ran combustion efficiency tests; ad- 
justed burner if necessary 


NEWS 


men. It pays extra dividends to get the 
very best men even if it means spend- 
ing more on salaries. If a man isn’t 
qualified, he may do more damage 
than good, especially on summer in- 
spection work.” 

It is up to the service manager, 
Mills says, to make his men realize 
what preventive service means to the 
company’s future and the part it plays 
in retaining and building business. 
Without this understanding, they are 
likely to become discouraged by the 
repetition of checkups, and indifferent 
to the importance of taking additional 
precautions while on a trouble call. 

Wide-awake servicemen can suggest 
additional repairs that should be made 
at the regular service rates, says Mills. 
They are also in a position to sell the 
homeowner additional furnace equip- 
ment that will lead to greater heating 
efficiency. 

The checkups also lead to the sale 
of air conditioners, dehumidifiers and 
hot water heaters, he adds. Servicemen 
who give a successful pitch get a 10% 
commission on all major items. 

To round out its free checkup plan, 
Oils, Inc. requires that its servicemen 
do preventive work on emergency calls 
all year round. Even if the trouble 
is only a clogged nozzle, the service- 
man will clean the stack relay helix, 
check and adjust the ignition assembly, 


(Continued on p. 94) 
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—) fuel oil 


(Continued from p. 93) 
clean the thermostat contacts, and in- 
spect all motors. 

An important aspect of the whole 
checkup plan is efficient handling of 
the paperwork involved. The Oils sys- 
tem uses a triplicate form that is made 
out in the office for all accounts. The 
jobs are assigned at the beginning of 
the day by zones, to cut traveling time, 
and one copy of the form is retained 
in the office to help in locating service- 
men for emergency calls. 

The form has a checklist of 24 free 
services and space for special instruc- 
tions, additional work ordered and 
materials used. It also contains space 
for an inventory of the age and condi- 
tion of all equipment. The customer 
signs when he accepts extra work. 

After the inspection is over, the 
original goes to the customer with his 
monthly statement and a copy is kept 
by the service department. This is 
used as: 

e A record of the age and condition 
of all equipment being serviced. From 
this file, the jobber determines when 
equipment is likely to need replace- 
ment and can then direct his ‘sales 
efforts in that direction. 

® A reference check that can often 
save extra trips when an emergency 
call comes in. 

e A guide for stocking trucks for 


with the a inspection and service work. 
oe io _ e Proof the inspection was made. 


NEY VIKING "* ~~ Since free checkups are regarded as 
> part of the costs of selling, Oils makes 

TRANSPORT ad / | a charge of $4 against the sales de- 
=y in ! partment for each inspection. The 

PUMPS NOE Gti ile charge covers almost all direct ex- 


penses and about 85% of the total 
costs. 


300 to 400 "kina ba ‘ The service department is ex- 

- pected to produce enough chargeable 

POUN DS . _c, Ot work to cover the extra 15% and show 
ete ; a reasonable profit. 


wn Oils, Inc. operates four bulk plants 
LIGHTER _ — and supplies 25 service stations in the 
— saeaiaes — ae Des Moines area, in addition to its 


Y extensive heating oil distribution. 
ou can haul 35 to 40 more gallons of gasoline by reducing the The president of the company, 


weight and size of your truck pump. Use th Miles M. Mills, has been active in the 
itn © sew 200 and 300 National Oil Jobbers Council for many 


gallon per minute Viking transport pumps, with weight 300 to years and currently is chairman of its 
400 pounds lighter than many conventional units. important economic concentration 
You stil ‘ . ep committee. 
eer still get the highest quality Viking truck pump construc- His experience in the oil busi- 
: ness began 24 years ago when he 
started as a salesman for Pure Oil 
Co. He later became Iowa district 
manager and in 1937 formed his own 
company as a Skelly jobber. 

Miles Mills, Jr.—a graduate of 
VIKING PUMP COMPANY Dartmouth like his father—joined the 
ne firm in 1951. He is now secretary- 
Cedar Falls, lowa, U.S.A. In Canada, it's "ROTO-KING" pumps treasurer and in charge of burning oil 

See our catalog in Sweets | sales and air conditioning. * 





For complete details, write today for special folder SP-377r. 
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me" the MOUSE of BOO gueAs 


te Presents 


LOAD -A:MATIC 
PROMOTIONAL PROGRAM 


Heaiwung Ue F-way ¢ 


SUPERIOR 


LOAD -A:MATIC 
GREASE GUN 


at 




















FILL IT WITH A TUBE, WITH A GREASE GUN FILLER, OR BY HAND 








STAR 
2 LOAD ‘A:MATIC __ @ ica LOAD -A:MATIC 
GREASE TUBES if on GUN) ff re 


ALL NEW AND SPARKLING iif FILLER 


CLEAN. NO DIRT WITH THE ef THE SPECIAL ONE-PIECE, HEAVY 
CONVENIENT LOAD-A-MATIC "i STEEL STAR LOAD -A- MATIC 
GREASE TUBES. CHANCES FOR - m 5 GREASE GUN FILLER, FEATUR- 
LUBRICANT CONTAMINATION - E; Fp ING THE STAR VALVE FITTING 


-.° fh H- FOR EASY, DIRT-FREE ECONO- 
MY GREASE GUN FILLING. — 


25 - 35 - 40 LB. 


GUNS, TUBES, AND FILLERS AVAILABLE FOR IMMEDIATE DELIVERY 


COMPLETELY ELIMINATED. 


PACKED 10 TO A CARTON 


SOUTHWEST GREASE & OIL Cco., INC. 


22420 @ We 5.7 WA YT £8 ew WICHITA RANTS KS 
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TAILORED 
for TBA 


Thermoid Fan Belts and 
Radiator Hose, Straight or 
*“Redi-Curv’’, are tailored to fit 
TBA requirements: 


*« They’re functional, 
expendable items. 


*« They're uncomplicated— 
non-mechanical. 


« They’re ‘low inventory... 
high coverage’ lines. 


These are just a few of the 
reasons why it’s good business 
to do business with Thermoid. 
Let us tell you more. 


hermol 


A principal supplier to the autometive 


market for over 50 years. 


Thermoid Co., Special Sales Division, Trenton, New Jersey 
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Modern machines, like this cycle-biller, are Meenan Oil’s key to... 


Lower Overhead Via New Equipment 


Automatic processing slashes $10,000 yearly 
from this heating oil firm's billing costs 


EENAN OIL CO., of Levittown, 

N. Y., is saving well over 
$10,000 a year in office overhead by 
processing more than 20,000 Long Is- 
land heating oil accounts with new 
billing machines and cycle billing ac- 
counting methods. 

In addition, the new system is: 

© Keeping records up to date and 
more accurate than the former system 

e Smoother and simpler than the 
previous method. 

The set-up, operating over a year, 
uses Burroughs office equipment—two 
Sensimatic accounting machines and 
a microfilming unit. The equipment 
represents an $8,400 investment. The 
accounting machines print statements, 
ledger cards and proof journal at the 
same time, and can prepare a machine- 
computed age analysis of past-due ac- 
counts. 

Last summer Meenan installed a 
full-cycle accounting system including 
two accounting machines, at its Levit- 
town, Pa., office, which handles more 
than 10,000 heating oil accounts. The 
microfilming unit is used jointly with 
the Long Island office. 

Meenan’s Long Island operation 
uses a fleet of 20 single and dual- 
delivery trucks and 32 service cars. 
Fifteen trucks and serviee cars are 
used in Pennsylvania. 

Big Savings — Walter Hulsaver, 
Meenan’s chief accountant, says: “In 
1953 accounts receivable work re- 


quired four office machines with four 
daytime operators and two at night. 
Now two operators with two account- 
ing machines and. one microfilming 
unit handle a larger work volume, and 
do it during regular office hours. 

“This system eliminates all carbons. 
The use of a postcard statement re- 
duces considerably the cost of forms 
and postage. The postcard, folded and 
stampled for privacy, is mailed at first- 
class rates of two cents. Every click of 
the postage meter means a one-cent 
saving. On our average of 12,000 
monthly open accounts, the savings 
come to $120 per month in postage 
alone. Similar savings will be made in 
the Pennsylvania office.” 

Billing—As the due date for one of 
Meenan’s 28 Long Island billing con- 
trols comes up, the statement and the 
ledger for each account are put into 
the accounting machine. 

The old balance, if any and new 
charges and payments are listed on 
the statement. The machine automat- 
ically prints the date and the new bal- 
ance on the statement. 

On the ledger, the machine prints 
(1) the new balance, (2) total oil 
charges, (3) total payments, (4) total 
service charges, (5) amount past due 
and (6) gallons delivered. 

Getting Ready—Delivery tickets are 
proved daily for quantity and value, 
with each customer’s ticket filed in 

(Continued on p. 99) 
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MICROFILM equipment 


saves storage 
space and valuable clerical time 


97 








SALESROOM of the MONTH 


aut silliaien at Heeman atin, Martin ou, High Ridge, Mo. 
This 9 ft. long by 7 ft. high Shure unit sells more gasoline, oil, and TBA items, too. 


WITH SHURE MERCHANDISING FIXTURES 


quel Every square foot of space sells 
= more service...more gas and oil 


Shure engineers are currently designing and manufacturing selling-fixtures that bring 
in greater sales and profits to many of America's leading oil companies. 

Your stations, too, will sell more home, garden, do-it-yourself, TBA items AND MORE 
GAS AND OIL when they're planned right with Shure-built interiors. 









Write for folder showing full line and suggested 
arrangements for sales-room and lube-room. 


hure ‘ 


MANUFACTURING CORPORATION tT 
























1601 S. HANLEY RD. « ST. LOUIS 17, MO. 


A 
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(Continued from p. 97) 
front of his ledger until billing date. 

Statement stubs are filed in the same 
way. If the customer doesn’t send in 
the stub with his payment, his name, 
account number and amount paid are 
written on an envelope that becomes 
the advice of remittance. 

Budget coupons are sent in with 
payments to budget accounts. 

Totals of payments are also posted 
to control or total cards, which con- 
tain daily delivery totals checked 
against the bulk plant’s delivery totals. 

Each machine can prepare a list of 
past-due accounts—100 per hour—in 
report form to show account number, 
total amount past due, and amounts 
past due over 60 days, 90 days, 120 
days. 

“This is very important, particularly 
during the present high operating costs 
and tight profit margins,” Hulsaver 
says. 


When an account with any past-due 
amount is posted, the machine car- 
riage remains closed to alert the oper- 
ator. He then lists the account num- 
ber on the ledger. 

“This information,’ Hulsaver says, 
“is also printed on the journal, giving 
a list of each account with the amount 
past due, and is invaluable to the 
credit department.” 

“The entire operation,” says Hul- 
saver, “is simple. A statement and 
ledger are posted within seconds. By 
listing figures into the machine, the 
operator gets 12 columns of informa- 
tion on the ledger and the statement.” 

At the end of a billing run, posting 
totals that accumulate in the machine 
are printed on total or control cards 
and journals. These include separate 
totals of gress credit balances—the 
prepayments to budget accounts—and 
gross debit balances—the payments 
due. 


fuel oil 5] 


According to Hulsaver, “This segre- 
gation of credit-debit balances gives 
a true picture of accounts receivable 
activity, especially when we have sev- 
eral thousand budget accounts with a 
credit balance for part of the season.” 

After a billing run, statements and 
delivery tickets are microfilmed. 
Statements are then mailed. Addresso- 
graph equipment is used. 

Microfilming, Hulsaver says, means 
new savings in: 

e Storage space. File space for 
tickets and statements would require 
more room than is needed for film 
storage. 

e Time. It takes less time to photo- 
graph statements and tickets than it 
would to file them. 

“Microfilmed records are easier to 
locate,” Hulsaver says. “Without the 
speed and paper control that micro- 
filming provides, we would have to 
add another clerk.” 7 


Lining That Can Save a Leaking Tank 


Home heating oil tank repair charges plummet 


when this lime-based coating mix goes to work 


OWER COST to homeowners is the 

ace-in-the-hole of Stone-Lining, 
a new method of plugging leaks in 
275-gal. home heating oil storage 
tanks. 

The product has been used on about 
4,000 tanks in New England (NPN, 
November, p. 99), where homeown- 
ers’ bills run around $30 for the plug- 
ging job—against $60-$90 for a new 
tank. It’s designed to stop leaks from 
pinhole size to %-in. diameter. The 
material costs the distributor $19 a 
bag—enough for one job. Tanks can 
be treated in three hours. 

The material contains lime and is 
water-based. Mixed with water and 
poured into a tank containing about 
100 gal. of oil, it forms a rock-like 
coating within 48 hours. The coating 
is impervious to possible corrosive or 
caustic action by oil or water. 

Stone-Lining goes into action after 
it sinks through the oil to the leaks 
(oil must be in the tank because air 
would cause the material to become 
porous). The material sinks to the bot- 
tom foot of the tank and is pushed to 
the tank sides and floor by pressure of 
the oil. There it sticks, dries and 
shrinks, leaving a one-inch coating on 
the floor that thins out up the sides. 

Washers and screws, says a New 


England user, should not be used to 
plug holes in the bottom until the ma- 
terial has settled. Plugs are supplied 
to keep air away from the coating in 
the meantime. 

To make sure that the entire bot- 
tom is covered, some repairmen drill 
a small hole in the tank bottom at each 
end. The lining is visible when it sinks. 
Plugs are then inserted. 

To prevent the material from clog- 
ging the burner fuel line, the line is 
disconnected before putting in mix. 

The Stone-Lining kit includes a 


nozzle-like fuel spreader to be attached 
to the fill pipe at the tank top. During 
fill, it sprays oil to the tank sides, to 
prevent the heavy oil stream from 
damaging the lining and weakening 
the bottom. 

Oil dealers in New England are of- 
fering Stone-Lining jobs with a life- 
time guarantee, as a condition for 
holding accounts. 

Distributors are advised not to carry 
more than a three-month supply of 
Stone-Lining — lime-based products 
tend to harden after that period. The 
manufacturer (McGillis Service En- 
gineering, Inc., Brockton, Mass.) re- 
commends Stone-Lining only in 
rounded tanks that are accessible, and 
not in buried or flat tanks. a 





Trade Mark Registered 
and Patent Pending 





2915 W. LEIGH ST. °¢ 








bale, STEEL GASOLINE 


PUMP ISLAND FORMS 


For that new service station or remodeling job. 
. Reduce gasoline pump installation costs . . . 
Saves concrete . 
suction pipe, electrical, water or air connections. 










. Plenty of room to make 


No Chipping or Cracking 


Stays Neat and Attractive for Years .. . 


WRITE FOR INFORMATION OR PRICES 


W. B. GOODE COMPANY 
RICHMOND 21, VA. 





January, 1956 * NATIONAL PETROLEUM NEWS 


99 














i CAN 
GET IT 


FOR YOU 
NEXT 
WEEK 


SUN ER RS BNALN ERR 6S Be RENAE EY IVE 








WITH A DUNLOP TIRE FRANCHISE, 
NO SERVICE STATION LOSES SALES THIS WAY! 


One of the outstanding features of the Dunlop 
Franchise is Dunlop’s Multiple Warehouse 
System. Without a large inventory investment, 
any service station can obtain any Dunlop Tire 
in the desired size or type quickly enough to 
prevent the loss of any sale. 


That includes passenger car tires at varied price 
levels in nylon or rayon, tubeless or tubed, 
cushion and conventional, white sidewall or black, 
a complete line of highway and special purpose 
truck tires, an outstanding range of farm service 
tires PLUS a full line of tires for imported cars. 





DUNLOP 


DELIVERS GREATER PROFITS 
AT THE SERVICE STATION LEVEL 


All are products of America’s most modern tire 
manufacturing facilities, guarded by the indus- 
try’s most advanced quality control system. 
Complete customer satisfaction is assured. 


You are aided in selling Dunlop Tires by powerful 
national and local advertising, plus the assistance 
of experienced Dunlop Field Tire Merchandisers 
who know your area, call on you regularly, help 
you build greater tire volume. 


Sales-wise and profit-wise, you'll do better with a 
Dunlop Franchise. 
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DUNLOP TIRE AND RUBBER CORPORATION 
Factory and Executive Offices: Buffalo 5, N. Y. 
DUNLOP — FOUNDERS OF THE PNEUMATIC TIRE INDUSTRY 
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QUESTION BOX 


. WHAT is the “typical” American 
service station operator’s reaction 
to price wars? 

(see article at right) 

. WHERE can you look for new 

program ideas for your next 

dealer meeting? 
(see below) 

WHOM can you contact for tech- 

nical service in the Gulf Coast 

Region? 

(see next page) 
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.HOW can you prevent gel- 
clogged heating oil lines? 
(see next page) 











ANOTHER DU PONT MARKETING SERVICE 


Wide selection of 
. J 
program aids available 
for dealer meetings 

During recent years, a wide variety of 
sales promotion aids have been devel- 
oped by the Du Pont Petroleum Chem- 
icals Division. These are all designed to 
be readily adaptable by any oil com- 
pany for use in its own marketing pro- 
gram. And they make ideal program 
material for dealer meetings. 

A new movie, “When the customer 
says ‘KNOCK,’ ” is one example of the 
material available. This explains the 
common causes of knock other than 
gasoline quality and helps your dealers 
answer customer complaints in a sales- 
manlike way. You can follow up this 
film with a series of cartoon booklets 
that will help the dealers remember its 
message. 

Another unique film presentation 
showing dealers how they can easily 
sell themselves is narrated by an ani- 
mated cash register. And there are 
flannelboard presentations on gasoline 
and lubricating oil quality. Chassis 
dynamometer and single-cylinder en- 
gine demonstrations are also included. 
For special programs, you can even ar- 
range to use the Du Pont fleet of fuel 
test cars. 
For more _infor- 
mation on these 
and other dealer 
meeting aids, just 
get in touch with 
any of our sales 
offices. Ask for a 
copy of “Sales 
Promotional Aids 
for Dealer Meet- 
ings.” 





WHO is your “typical” dealer... 
and HOW does he operate? 


Many important facts about the man and his business are revealed in Report 
No. 4 of Du Pont’s continuing market survey, “The Service Station Operator” 


Thousands of customers form, confirm, or change their opinions of your 


company every day 


based on the impressions made by your service 


station operators. Because of this, a composite, cross-section picture of the 


average dealer can be 
sales promotion plans. 


valuable to you 


in formulating dealer policies and 





“The Service Station Operator’ is a 
new Du Pont survey designed to give 
you a clear, concise picture of the aver- 
age American dealer . . . his employees, 
his business, his opinions, his back- 
ground, his relation to his petroleum 
products supplier, and his motivations. 
Three reports on this survey have al- 
ready been published and made avail- 
able to marketers by the Du Pont Pe- 
troleum Chemicals Division. 

They cover (1) such dealer retail 
functions as station hours, gallonage, 
credit and mailing lists; (2) dealer 
knowledge of products, additives, sales 
assets, and prices; and (3) opinions on 
dealer meetings, advertising, dealer 
publications, and sales aids. 

Report No. 4 
The fourth report in the series, which 
has just recently come off the press, dis- 
cusses the dealer’s relationship with 
employees, his income and reactions 
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to price wars, and his interests in dealer 
association activities. 

The statistics included in the report 
are graphically illustrated with charts 
and are enlivened by cartoon drawings. 
This format makes the important points 
easy to reach, remember, and refer to. 


What happens when... . 
For example, how does the average 
dealer react to a price war in his own 
marketing area? That is one of the fac- 
tors influencing your business which is 
covered in Report No. 4. 

Most of the dealers who have experi- 
enced price wars, the survey found, 
encountered them within the past year. 
What did they do? . . . The biggest per- 
centage of them met the competition 
by cutting their own prices. A number 
of them, however, decided to hold out 
and refused to cut their prices. Other 
interesting reactions are also tabulated 


in this survey report. 
OVER 
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“Dealer Survey” 


What's next? 

A fifth report on “The Service Station 
Operator” survey is due to be published 
soon. This will be the most significant 
of the whole series of reports. It will 
discuss the interrelationships of all the 
factors covered in previous reports... 
such as how dealer meetings, station 
hours, price wars, and other variables 
affect sales volume. 

As part of the continuing market re- 
search work of the Du Pont Petroleum 
Chemicals Division, this dealer survey 
is the natural follow-up of an earlier 
survey on the buying habits of consum- 
ers at service stations. The interviews 
were conducted on a completely impar- 
tial basis by National Analysts, Inc. 


Specialized cross-tabulations 
Based on personal interviews with 
2,633 service station operators — se- 
lected by the scientifically accurate 
area-sampling method — the survey is 
representative of all the operators in 
the United States. But the results can 
be broken down and cross-tabulated to 
give a true sample of any of four geo- 
graphical areas. 

And in addition to the regular distri- 
bution of reports to marketing execu- 
tives, the entire survey has been tabu- 
lated on IBM cards, which will give a 
wide variety of specialized breakdowns 
to meet the individual needs of various 
oil companies. 

For more information about this sur- 
vey, just get in touch with any of our 
sales offices listed below. 
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HERE IS a typical page from Report No. 4 on 
“The Service Station Operator.” 


E.1. DU PONT DE NEMOURS & COMPANY (INC. ) Petroleum Chemicals Division 


Sales Offices: 





GULF COAST REGIONAL LAB MANAGER 


John N. C. Cameron, manager of the 
Du Pont Petroleum Chemicals Divi- 
sion’s regional laboratory in Houston, 
Texas, is in charge of customer service, 





product testing and additives treating 
recommendations for Du Pont custom- 
ers in the Gulf Coast Region. 

Before joining the Du Pont Company 
in 1949, Mr. Cameron was with the 
Research and Development Division of 
Humble Oil and Refining Company at 
Baytown, Texas. During his seven years 
with this company he worked as a re- 
search chemist on octane rating and 
light oil analytical research, He also did 
pilot scale research on catalytic treat- 
ing. Prior to his assignment at Humble, 
he was employed for three years by the 
Gravity Meter Exploration Company in 
Houston. 

After starting his college career at 
the University of Texas, he transferred 
to the University of Houston, where he 
received his B.S. degree in chemistry. 

Mr. Cameron is a member of the 
American Chemical Society. 








Gel-Clogged Heating Fuel Line! 


... you can avoid this complaint 


A rash of clogged fuel line complaints 
can quickly jockey you into some rather 
embarrassing situations. On the other 
hand, you can easily avoid this kind of 
trouble before it starts. 

If the fuel oil is at fault, the clogging 
generally occurs in the line leading 
from the fuel oil storage tank to the 
burner, or at the screen ahead of the 
fuel pump. This clogging is generally 
due to the formation of a gelatinous 
material. And copper or brass are the 
culprits. 

Since the feed-in line and the screen 
are often made of copper alloys, these 
are a potential source of copper mer- 
captides. If formed in sufficient quan- 
tities, the mercaptides become gela- 
tinous in nature. So to prevent the clog- 
ging you must protect your fuel against 
the harmful effects of copper. 

Here’s how... 
You can help assure adequate protec- 
tion with DMD (Du Pont Metal Deac- 


tivator). It is highly effective in most 
fuel oil stocks in low concentrations 


Petroleum ( 





(about 2 pounds per 1000 barrels). 

This means that you can, in most 
cases, insure yourself against the harm- 
ful effects of copper—and promote bet- 
ter customer relations, too—at a cost of 
less than 2 cent per barrel. 

For best results, it is recommended 
that you use DMD in combination with 
Du Pont Fuel Oil Additive No. 2 which 
guards against sludge. 


THIS BOOKLET de- 
scribes the properties, 
uses, and methods of 
addition of DMD. If 
you do not have a copy, 
any of our sales offices 
listed below will be 
glad to send you one. 








REG y.s. Pat OFF 


Better Things for Better Living 
. through Chemistry 


hemicalls 




















Wilmington 98, Delaware 


Phone RAndolph 6-8630 
Phone CApitol 5-115] 
Phone MAdison 5-1691 


CHICAGO, ILL.—8 So. Michigan Ave. 
HOUSTON, TEXAS—705 Bank of Commerce Bldg. 
LOS ANGELES, CAL.—612 So. Flower St. 
NEW YORK, N. Y.—1270 Ave. of the Americas. Phone COlumbus 5-2342 
PHILADELPHIA, PA.—3 Penn Center Plaza Phone LOcust 8-3531 
IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals Division—80 Richmond Street West—Toronto 1, 
OTHER COUNTRIES: Petroleum Chemicals Export—Nemours Bldg 


PITTSBURGH, PA.—Room 510, Alcoa Bldg. 

SAN FRANCISCO, CAL.—Room 626, 111 Sutter St. 
SEATTLE, WASH.—Room 215, 4003 Aurora Ave. 
TULSA, OKLA.—P. O. Box 730 


Phone ATlantic 1-2933 
Phone EXbrook 2-6230 
Phone MElrose 6977 
Phone LUther 5-5578 


Ontario 
., 6539—Wilmington 98, Delaware 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


Printed in U. S. A. 



































*“Nitric Acid leaking— 
we need help fast.’’ 


A General American District Manager got this message. One 
of his customers was in trouble. A 50,000-gallon tank of con- 
centrated nitric acid had sprung a leak. The acid would be lost 
... property would be damaged . . . lives might be endangered. 
Fast action was imperative! 

Nitric acid? That called for stainless steel tank cars. Where 
were the nearest ones? Find them... explain the situation. 
Call the railroad. Have a special train made up. Pick up the 
cars and highball to the trouble spot. Above all, hurry. 

Within hours, the GATX stainless steel cars were at the 
plant, the acid was transferred to the cars and the storage 
tank repaired with a minimum of loss. 

Unusual? Of course... but unusual service is one of the 
many benefits offered to lessees of GATX tank cars. There are 
over 48,000 cars in the GATX fleet... over 200 different 
types... available for your use without capital investment. 
To keep this fleet rolling, General American maintains a 
nation-wide network of district offices and shops that provide 
service on a 24-hour basis. That’s why, when it comes to 
dependability, it pays to plan with General American. 
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GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street - Chicago 90, Illinois 
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all 
oil 
handling 


Double-dise design 
ends seating troubles 


Lever throttle valve’s ball and 
socket joints, specially ground for 
oil service, mean positive closure, 
longer seat life. Underwriter's 
approved. Model P-901-U in sizes 
from 14" to 3”. 


with the complete line of 


MILVACO valves and fittings 


For quick control and maximum flow — 

Model P-2640 for in bulk plants, on tank trucks, in service 

FILLING STATIONS stations — use MILVACO valves, nozzles, 

" ” faucets, and fittings. Each size and model 
ronze, Non-rising stem. a . 2 

Solid wedge. Screwed ff in the broad line is backed by more than 

bonnet and ends. Deep 50 years of development and production of 


gland follower in stuffing : gs 
box. Ten sizes from ¥” quality products for the oil industry. 














the only line with weight-saving MILVALOY 


Model P-2654 for A eT MILVALOY weighs only 14 as much as 

TANK TRUCKS : A bronze, yet sets new standards for rugged 
tatiana: tiles alias ie dependability. Strong, chemically-resistant, 
double-dise type. Bolted non-sparking MILVALOY products are ideal 


bonnet. Square or round 38 for any oil handling operation. 
flanges. 2”, 212", 3", of ‘ 
4" and 6” sizes. : Write for your copy of our complete catalog 


of valves and fittings for the oil industry. 











Models P-2680 


eee MILWAUKEE VALVE COMPANY 


Bronze. Stemlock type. . A Subsidiary of A-P Controls Corporation 
Sounel-er Renged. beck 2379 South Burrell Street, Milwaukee 7, Wis. 
prevents stem from turn- 

ing. May be packed un- 

der pressure when wide 

open. Available in 1%2", q 

2", 2%", 3” sizes. 





THE MARK OF PERMANENT QUALITY 
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a] MERCHANDISING | 
Marketer Scores With Home-Made Film 


Amateur actors and a rent2d camera add up to 


a low-budget, high-acceptance training movie 


OU DON’T have to spend a lot of 

money for a good dealer train- 
ing film. Reliance Petroleum, Ltd., a 
Canadian independent marketer, is 
proving that fact with a home-made 
color film called Jt’s the Little Things 
That Count. The cost: $500. 

Kellance used a rented camera and 
two actors recruited from the London 
(Ont.) Little Theatre Group. It came 
up with realism at rock-bottom cost. 

Company management wanted a 
movie tor its training program. But 
with a potential audience ot only 700 
dealers and agents, it couldn’t justify 
the $8,750 tab for a professional job. 
So retail sales promotion manager W. 
H. Hall-Holland, an amateur photog- 
rapher with considerable experience, 
was given the go-ahead to rent a 
camera and try his hand. 

Instead of bothering with costly stage 
settings, Hall-Holland took the film 
“on location” to actual service stations. 

‘lhe theme of the film was basic: 
good and bad pump island tactics. 
One actor, Stan Lacy, doubled in the 
roles of the efficient and the sloppy 
dealer. The customer’s part was taken 
by Logan Towers, a retired physician 
and amateur actor. Hall-Holland (him- 
self a member of the London Little 
Theatre) provided running comment 
On the sound track, to take the place 
of actual dialogue. 

First principle action in the film 
takes place at the station of “Slumper,” 
the dealer who isn’t up to snuff. The 
customer has to lean hard on his horn 
to get him out to the pump. A close- 
up shows that the station clock reads 
10:15—but Slumper still hasn’t un- 
locked his pumps for the day. 

Instead of asking to fill the tank, 
Slumper approaches from the wrong 
side of the car and asks “How many?”. 
He collects his money with a quick 
“Two dollars, Mac” and doesn’t men- 
tion oil or water. He tops it off by 
failing to cap the tank, and doesn’t 
touch the windshield. 

The customer stops later to clean 
the windshield himself. At this point 
he discovers the cap is missing, and 
finds a soft tire. The announcer cuts 
in to predict “there won’t be another 
Reliance dealer in this fellow’s life.” 

The scene then shifts to the good 


dealer’s station, but occasional flash- 
backs to Slumper show him wrestling 
violently with a tire. The climax comes 
when Slumper, half asleep at the air 
pump, explodes a tube. 

On the other side of the coin, the 
film stresses the rewards of good deal- 
ership. A smartly dressed “Bill Jones” 
is seen leaving his attractive new home 
in the morning as his little daughter 
waves goodbye. At the station, Bill 
does things the right way. He winds up 
with a $23.90 sale—on gasoline, a 
new tire, and a new windshield wiper. 

About 65% of Reliance dealers have 
seen the film, and they like it. Show- 
ings are still being arranged. Reliance 
management likes the low costs. 
Here’s the way the budget broke down: 


16 mm. Kodachrome film $186 
Actors 

Use of station premises 

Equipment 

Art work 

Incidentals 


TOTAL 


These are out-of-pocket costs. They 
don’t allow for Hall-Holland’s time, 
for that of his assistants, for clerical 


LESSON: dealer tactics at the pump 
island can bring a scowl—or a sale 


or overhead expenses. And because of 
the film’s experimental nature, the 
original is still being shown—prints 
would be a considerable added ex- 
pense. 

But by any reckoning, Reliance’s 
film is a low-cost way for marketers 
with a limited number of dealers to 
obtain a valuable training aid. * 


One-Year Credit Cards Coming 


A TREND to longer renewal periods 
for customer credit cards may 
put all oil companies on an annual- 
issuance basis within two years. 

That was the drift of talk at the 
American Petroleum Credit Assn. 
meeting at Cleveland in November. If 
it costs 14¢ to renew a card, oil credit 
men were asking, why send cards out 
every three, four or six months? 

The purpose of shorter renewals is 
to get rid of slow payers quickly. That 
benefit is lost in a switch to annual 
cards. But one oil company, swinging 
to annual cards as of Jan. 1, says any 
increase in credit losses should be 
more than offset by savings in ac- 
counting costs. 


January, 1956 * NATIONAL PETROLEUM NEWS 


Another way to hold down credit 
losses, said the credit men, is to step up 
collection pressure. Closer follow-up of 
past-due accounts is needed anyway, 
some members observed. One company 
reported its retail accounts now aver- 
age 50 days between sale and payment, 
compared with 25 days three or four 
years ago. There is a feeling that col- 
lections will have to be faster, or there 
will have to be more restrictions on 
who gets a credit card. 

The number of credit card holders 
is growing steadily. There is also a rise 
in credit card sales. One company re- 
ports its credit card sales are now run- 
ning 11.5% of total sales through deal- 
ers, against only 4.5% in 1949. a 
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\jational 
etrole 


Qualify the circula- 
tion of the publications 
you advertise in the same 
way your salesmen qualify 
the men they'll call on — by 
their ability to buy. 
National Petroleum News’ all-paid circulation beats all others in that 
all-important qualification test for selling oil marketing equipment and TBA. 
NPN’s subscribers are the nation’s biggest buyers of oil marketing equip- 
ment and TBA: the oil marketing management men (in both major and 
independent companies) who build, maintain and operate all oil marketing 
facilities; buy trucks, pumps, tanks, compressors, lubrication equipment, 
service tools, cash registers, accounting machines and systems, lifts, hose, 
lighting, meters, any and all types of equipment used to build, maintain 
and operate bulk storage plants and service stations; own the pumps, 
storage tanks, compressors, etc., used by most gasoline retailers; direct the 
marketing of tires, batteries, accessories and other consumer items sold 
through oil marketing channels. 





MANAGEMENT STORAGE 


ational ~“/? MAGAZINE oF Of. MARKETING ae : * 
et roleum All-paid, audited circulati 


NPN Factbook published as a 13th issue in May 








MERCHANDISING 


ews 330 West 42nd Street, New York 36, N. Y. LOngacre 4-3000 
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FACTUAL and fictional Tom Holidays 


Ghost-Exec 


Standard of Ohio puts 
animaginary manager 
on the company payroll 


Tom Ho .ipay has been appointed 
manager of customer service for 


Standard Oil Co. (Ohio). The post | 


is new. So is “Tom Holiday”—Sohio 
invented him only last month. 

Strictly a mythical trade character, 
Tom Holiday was dreamed up to 
handle inquiries, suggestions, or re- 
quests from customers. He may do 
this directly, or through the division 
or department concerned. 

At the outset, at least, the man be- 
hind Tom Holiday will be Robert G. 
Pugh, young, crew-cut, and a former 
consumer salesman in the company’s 


Cleveland division. Pugh started his | 
career in a company station, later held | 


positions as assistant station manager 
and retail sales assistant. 

Corporate characters used for pro- 
motional purposes are fairly common 
in other industries. General Mills has 
its Betty Crocker, Borden has Elsie 
the cow, and the electric power indus- 
try has Reddy Kilowatt. 

But Pugh’s new alter ego will be 
only the second trade character in the 
oil industry. The first was “Carol 
Lane,” created by Shell Gil Co. eight 
years ago. Shell now has three Carol 
Lanes, who talk to women’s groups 
on how to enjoy traveling. I 





What Happens... 
- » « When frameless car meets 
frame contact hoist? see p. 112 








HYDRAULIC POWER 
your Beil Buy for 
FASTER, SAFER DELIVERIES 








OPERATE PRODUCT PUMPS. ..HOSE REELS 


Equip your fleet with new Roper Pump-Motors — the hydraulic power units 
designed especially for fuel transfer applications. Compact and rugged, these 
pump-motors offer greater flexibility and convenience of hook-up... operate 
at slow speeds ... increase product pump life... are Jess costly to operate in 
the long run. Ideal for operating both product pumps and hose reels, you'll 
find Roper Pump-Motors your best buy in hydraulic power. Get all the facts 
... today! 


COST-SAVING FEATURES 


@ Operates one or more pumps or reels @ Offers greater flexibility and convenience 
@ Eliminates auxiliary engines @ Power input is smooth, shockless 
@ System increases product pump life @ Drives other.makes of pumps 


@ Explosion-proof at no extra cost @ Convenient dual system for split loads 


Write for Bulletin or see your 
Roper Distributor 


GEO. D. ROPER CORPORATION 
471 Blackhawk Park Avenue 
Rockford, Illinois 


SSRN ORG... LS eas a a 
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A MESSAGE TO AMERICAN INDUSTRY ®* 


The National Merit Scholarship Corporation 


Business is Offered Big Dividends 
on Investment in Higher Education 


Business firms searching 
for a satisfactory avenue to 
provide financial aid for 
our colleges and universi- 
ties now have a new oppor- 
tunity of major importance. 
It is provided by the Na- 
tional Merit Scholarship 
Corporation, which has of- 
fered to devote $8 million 
to matching, dollar for dol- 
lar, gifts by business firms 
for college scholarships 
and supplemental gifts to 
the institutions where the 
scholarships are used. 


The National Merit 
Scholarship Corporation, 
an independent agency fi- 








The McGraw-Hill Publishing Com- 
pany is availing itself of the opportunity 
to establish ten National Merit Schol- 
arships. They will be known as the 
McGraw-Hill Merit Scholarships. The 
scholarships are to be awarded to qual- 
ified candidates for a four-year college 
course in the fields of science, engineer- 
ing and the other professions and the lib- 
eral arts. There will be no limitation, 
beyond the appropriate professional ac- 
crediting, on the college or university 
selected by a successful candidate. As 
part of a continuing program to aid high- 
er education and educational institutions, 
McGraw-Hill is happy to be able to share 
in what it believes to be the constructive 
educational endeavor of the National 
Merit Scholarship Corporation. 








ONE OF A SERIES 


school graduates do not go 
to college. The principal 
reason is that they do not 
have the money required. 


To Save Unused 
Brain Power 


The National Merit 
Scholarship Corporation 
will strive to eliminate this 
dangerous neglect of top- 
flight ability. To this end 
it is inviting the nation’s 
high schools, numbering 
more than 24,000, to par- 
ticipate in its program by 
designating as available 
candidates for National 


nanced initially by gifts of $20 million from the 
Ford Foundation and $500,000 from the Carnegie 
Corporation, has three major purposes which are 
closely related. They are: 


1. To locate those of the nation’s young men 
and young women who are best equipped to go 
to college. 


2. When necessary, to help these young peo- 
ple go to college by giving them financial aid. 


3. To help colleges and universities meet the 
full cost of the instruction of those to whom 
National Merit scholarships are granted. 


At present about half of the nation’s top high 


Merit scholarships the top 5 percent of their senior 
classes. Those so designated are then invited to 
take a series of tests and to submit reports designed 
to assure selection uf the very best talent in each 
state. The number of scholarships to be allotted to 
each state will be proportionate to the number of 
high school graduates in the state. 


The winners, the total number of whom will be 
determined by the amount of money the Scholar- 
ship Corporation has available, will be eligible for 
awards. For those who need no financial help to go 
to college there will be honorary awards of $100. 
For those who must have help the Corporation will 
grant scholarships covering as much as necessary 
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of the cost of instruction and living expenses for 
a four-year college course. 


Colleges Get Financial Help 


The provision of funds to cover the students’ 
expenses does not, however, solve the financial 
problems faced by many colleges. That is because 
the tuition charges paid by the students do not 
cover the cost of the instruction. The deficit must 
be met by drawing upon endowment funds, gifts, 
grants, and other available sources. 

Consequently, to prevent holders of National 
Merit scholarships from imposing any additional 
financial burden on the colleges and universities 
they elect to attend, the Corporation will make a 
supplementary grant to these institutions. The sup- 
plementary grant will be the equivalent of regular 
tuition charges made by the school, with a top 
limit of $1,500 a year for both the tuition and the 
supplement. 

As the scholarship grants to the winning stu- 
dents will vary, depending upon how much finan- 
cial help they need, so will the supplementary 
grants vary from one college to another, depending 
on their regular tuition charges. However, it is 
anticipated that on the average the full cost of a 
National Merit scholarship—including aid to the 
student and the supplement to the college—will be 
about $1,500 a year. 

Many business firms will find a compelling ap- 
peal in a program which is designed at once to 
mobilize the nation’s intellectual resources more 
effectively and, in the process, give very badly 
needed financial help to our colleges and univer- 
sities. 


Two For One Return Offered 


However, there are numerous other inducements 
to business firms to finance National Merit schol- 
arships. These scholarships may: 


1. Carry the name of the firm or be named 
in honor of someone designated by the firm. 

2. Be limited to use in types of colleges of 
particular interest to the sponsoring firm. 

3. Be limited to a college course, such as 
science, engineering or liberal arts, of special 
concern to the sponsor, 

4. Be restricted to candidates or institutions 
in geographic areas specified by the sponsor. 


In addition to these advantages there is a special 
financial inducement to help the Merit Scholarship 
program. It is that for every Merit scholarship a 
firm or individual finances, the Corporation will, 
up to the limit of $8 million, match the funds and 
make another National Merit scholarship available. 


There are many good ways of helping our finan- 
cially beleaguered colleges and universities, and 
many corporations are already using one or more 
of them.* For those companies that can do so with- 
out embarrassing complications one of the best 
ways is to make unrestricted gifts directly to the 
institutions. But this new way provided by the cre- 
ation of the National Merit Scholarship Corpora- 
tion (Address: 1580 Sherman Avenue, Evanston, 
Illinois) has the broad appeal of serving two pur- 
poses of transcendent importance simultaneously. 
The purposes are to see that our best brains are 
fully trained and utilized and that our colleges and 
universities, crucial contributors to this process, 
are helped at the same time. Business will serve 
the nation and its own community well by giving 
the National Merit Scholarship Corporation gen- 
erous help. 


* These, as well as the plight of our colleges and universities, 
are discussed in a pamphlet, “Business Aid to Our Colleges 
and Universities,” which embodies a series of five editorials 
which appeared in all McGraw-Hill publications. Copies of 
the pamphlet can be obtained without charge by addressing 
the Department of Economics, McGraw-Hill Publishing Com- 
pany, Inc., 330 West 42nd Street, New York 36, New York. 
Methods of helping our colleges and universities financially 
are also outlined and discussed in a pamphlet, “Aids to Cor- 
porate Support of Higher Education,” which may be obtained 
without cost by addressing the Council for Financial Aid to 
Education, 6 East 45th Street, New York 17, New York. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


euctd UMeGvem— 
PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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Starting from Scratch 





...LOOK WHAT 
FRANK LORENZO DID! 


Trar DAY in 1945 when Frank Lorenzo 
signed the lease to the Shell station at 7th 
and G Streets in Arcata, California, he rolled 
up his sleeves for a long pull. He had sunk all 
his savings into a station that had been closed 
all through the war years. 


Frank got busy giving the old station a 
new look. He stressed cleanliness everywhere 
and service with a smile (““That’s what brings 
’em back’’). 


Because he was located on a main artery, 





U. S. 101, Frank went after gasoline, motor 
oil and TBA sales with personal visits to 
near-by truck operators. 


He worked closely with the Shell merchan- 
dising man to get the most out of every 
selling move he made. 


In his pitch for local business, Frank left 
no stone unturned. He sponsored a 15-minute 
radio show on the local station to push spe- 
cials. Using the Shell follow-up system, he 
built a booming Shellubrication business. To 
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The staff meets often to discuss ways of improving service and sales. 








insure the type of service that sells, he sent all his 
men to the Shell Training School. 


It all paid off. Gallonage started zooming ... TBA 
sales hit new highs every month .. . the oil ratio 
improved steadily. In a few years, he started build- 
ing a new, modern station on the site. 


The new station attracted even more customers. 
Business was never better. Today Frank is running 
close to a quarter of a million dollars-a-year business. 
Over half of the gross is in TBA. It took teamwork 
to build this up—the same teamwork that has 
brought the station’s oil ratio down to a profitable 
1-to-59. 

Speak to Frank and he’ll tell you the formula for 
success is aggressive selling of the right product. He 


had always used Shell quality products, and he 
knew they were tops in the public’s mind. 


These days he is thinking ahead—planning for a 
future which looks mighty rosy. 


Shell Oil Company invites you to inquire about 
the profit possibilities of selling under the Shell 
brand. Phone Shell Oil Company or the Shell 
franchised jobber nearest you. 





It pays to be a Shell Dealer 
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Service with a smile and cleanliness every- 


where make it a pleasure to drive up to 
Frank’s station. 





Using Shell’s follow-up system, Frank 
built a booming Shellubrication business— 
75 jobs a week. 


Frank sent all his employees to Shell 
Training School for training they could get 
in no other way. 
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Detroit tests of automotive hoists show .. . 


Future Cars Can Be Lifted—With Care 


Unitized-body cars can be raised without damage, 


if mechanic positions auto and adapters properly 


BY HOLGER RIDDER 
NPN Automotive Editor 


MPORTANT TESTS were held in De- 

troit last month to find out what 
effect tomorrow’s cars will have on 
today’s hoist equipment. 

Engineers from several automotive 
hoist makers, American Motors Corp., 
and an oil company watched as three 
frameless construction cars were 
raised on seven different makes of 
frame contact hoists. 

The tests showed that today’s frame 
contact hoists, with the right adapters, 
will continue to do the job—unless 
there is a radical departure from the 
present type of unitized body used in 
American Motors (Nash, Hudson, 
Rambler) cars. 

Before the tests some auto engineers 
believed that modifications in design, 
manufacture or use of frame contact 
hoists might be required for frameless 
cars. That would have meant a big 
outlay by marketers at their retail 
outlets. 

The tests were planned on the basis 
of Detroit predictions that the unitized 
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body is almost certain to appear in a 
number of 1958 models. 

Rumors that confidential projects 
are now under way were started by 
the barring of metal industry reporters 
from leading frame plants. Another 
tipoff came from the General Motors 
experimental car, La Salle II, which 
was shown at last year’s Motorama. 
No one mentioned it at the time, but 
the car had a unitized body construc- 
tion. General Motors executives often 
point out that experimental cars are 
not built for the fun of it. 

Chevrolet, Chrysler, Ford and Pon- 
tiac are known to be working on unit 
body designs now. Because the frame- 
to-frameless transition involves drastic 
purchasing and manufacturing re- 
alignment, it will not be swift. But 
the benefits to car makers are impor- 
tant enough to make the changeover 
inevitable. 

With unitized body construction, 
and its elimination of the chassis 
frame, manufacturers can come closer 
to 100% automation on the assembly 
line. Stylists add that unit bodies give 
greater design flexibility. 





A sign of the shift to unit construc- 
tion appears in 1955 and 1956 Chevro- 
lets: body metal is extended up front to 
form the firewall, as in the Nash. And 
in the new Lincoln Continental, the 
front end of the frame has been 
dropped. 


Arranging the Tests 


American Motors—the only com- 
pany currently producing frameless 
cars in this country—furnished 1954 
and 1955 Nash Ambassadors and a 
1955 Rambler for the tests. Actual 
testing was done at six service stations 
and one service garage in the Detroit 
area. Each had a different type of 
frame contact hoist. 

Fourteen engineers and representa- 
tives from the seven hoist makers 
involved were present. Four Nash en- 
gineers were on hand for observations 
from the body design and stress view- 
point. An oil company engineer was 
also in attendance. 

To cover all situations, tests were 
first made following hoist instructions 
to the letter. They were then run with 
less regard to positioning the car or 
the hoist adapters. 


The Results 


The tests proved, almost conclu 
sively, that hoist damage occurs only 
when contact is made at a weak section 
on the body structure. 
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PROPER placement of adapter brought 
no damage to underside of test car 


When the car was properly posi- 
tioned and adapters were set to make 
contact at the proper points, all hoists 
performed acceptably, without damage 
or undue stress on the car body. 

Damage occurred only when adap- 
ters were placed at points where there 
was no internal vertical support. In 
such cases, there was a tendency for 
the hoist stress to collapse the body 
section partially. 

It had been reasoned that the best 
spots for adapters would be beneath 
door posts or similar visible vertical 
supports. The contrary was discovered 
to be true. The hidden vertical mem- 
bers of the box-like sections of the 
body gave the most rigid support. 

There was evidence, in some cases, 
that an increase in height in the adap- 
ters would give a mechanic more work- 
ing clearance under the car, especially 
around the muffler. 

A number of Detroit station oper- 
ators reported they could not take on 
muffler replacement jobs because clear- 
ances on frame contact hoists were 
too close. Some of this trouble was 
caused by removal of the frame hoist 
pads, which would have provided 
the necessary clearance. But there was 
evidence that this was not the only 
source of difficulty, especially with 
dual-exhaust cars. 

That situation is serious, since eight 
1956 models offer dual exhaust sys- 
tems as optional equipment, and nine 
have them as standard. On some mod- 
els, replacement of the muffler, tail- 
pipe and resonators can add up to a 
$75-$100 job ticket. 


What They Mean 


The results of the tests underscore 
the need for well-trained station per- 
sonnel and the importance of follow- 
ing hoist instructions. Any damage 
caused on the lift is quite visible to a 








IMPROPER placement of hoist adapter 
caused metal ridge to buckle 


customer who watches his car being 
serviced—and could be spotted later 
by one who does not. 

One station attendant who assisted 
in the tests insisted that the 1955 
Rambler could be lifted without adap- 
ters. It took some persuasion to ex- 
plain that this would result in damage 
to the exhaust system, hydraulic brake 
lines, and other parts. 

Positioning of the car was found to 
be almost as important as care with the 
adapters. In cases where the adapters 
were not sufficiently long, placement 
of the car too far on one side of the 
lift made it impossible to catch both 
V section flanges at once, both rear 
and front. Damage was noted in these 
cases. 

However, on one lift the adapter 
was too far forward to catch the V 
section, and caught on the vertical 
metal section forming the rear of the 
front fender. This proved to be a 
rigid point of contact, and the lift 
was made easily. 

After inspecting the cars, Nash en- 
gineers decided that while damage 
caused by the hoists was visible and a 
possible cause of customer unhappi- 
ness, it wasn’t serious. 

The engineers saw no evidence that 
partial collapse in a section seriously 
weakened that section. Nor did it 
break point, which would speed up 
corrosion on the underpart of the car. 
(The group was unable to examine 
the effect of a frame contact hoist 





on a unitized body with a corroded 
underside; a badly rusted Nash could 
not be obtained). 


Future Outlook 


On the basis of their observations 
during the tests, American Motors 
engineers plan a more thorough study 
of the damage done to the three cars. 
They will compile a report of their 
findings. They also plan to study their 
own body designs to determine more 
positively the best point of contact for 
hoist adapters. 

L. H. Nagler, staff engineer of 
American Motors, said the problems 
discovered deserve more careful study 
by all auto manufacturers. 

Hoist men voiced the hope that 
other manufacturers contemplating the 
unitized body would give serious 
thought to the hoist industry’s prob- 
lems in designing equipment suitable 
to service frameless cars. 

Two principal suggestions for con- 
sideration by auto men came out of 
the test sessions: 

e Auto makers should put jack- 
pads on the underside of the car, to 
show attendants the proper spot for 
adapter placement. The cost factor 
(estimated at 50¢ per car) would be 
the biggest drawback. It could add up 
to extra costs of $50,000 for a maker 
turning out 100,000 cars, or $500,- 
000 for a million-car manufacturer. 
Either figure would bring objections 
from auto product cost departments. 

e Auto makers should provide 
“hoist charts”, indicating by diagrams 
the location of hidden vertical sup- 
ports in the body, and showing recom- 
mended positions for adapter contact. 
One hoist man said the only weak- 
ness of the idea would be the same 
one involved in hoist instructions— 
“we find that hoist instructions are 
thrown away, many times, before the 
hoist is even installed.” 

Actual changes in present procedure 
aside, the tests accomplished one valu- 
able thing: American Motors recog- 
nized the problems of hoist makers 
and threw its doors open to future 
liaison. If other auto manufacturers 
follow suit, both car and hoist mean 
should have smoother sailing in the 
coming years. 





A Good Example 


The hoist tests described on these 
pages are an example of the kind of 
inter-industry cooperation, rare in 
the past, which the American Petro- 
leum Institute hopes will become 
commonplace. 

API has a new committee on 
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automotive design in relation to serv 
ice station operation and facilities. 
First progress report said automotive 
industry representatives invited the 
API group to submit recommenda- 
tions for joint discussion early this 
year. 
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MORE “GO” POWER FOR 
MORE “SELL” POWER 
Globe creative engineering 
assures quality construction 
and unsurpassed design. 
Globe-built batteries continu- 
ally set new high performance 
records in the automotive 
field . . - are top choice for 
emergency vehicles, farm ma- 
chinery and construction 
equipment where fast, sure 
starts mean lives or dollars. 




















e 
MORE TYPES FOR BETTER 
MARKET COVERAGE 

Whatever your battery re- 
quirements, Globe basic sizes 
and types offer you a wide 
choice to meet every applica- 
tion. In addition, special mod- 
els are made to meet special 
needs, You never have to pass 
up sales when you “go with 
Globe”. 


OREGON CITY, 
OREGON 


SAN JOSE, 
CALIFORNIA 


LOS ANGELES, 
CALIFORNIA 


EMPORIA, 
KANSAS 





3 
: 
‘ 
; 


3. 

STRATEGIC LOCATIONS . - - 
NEAR YOUR MARKETS | 

16 Globe battery plants help 

you enjoy low freight costs 

and quick service. °, 















PHILADELPHIA, 
_| PENNSYLVANIA 







ATLANTA, 
GEORGIA 






HOUSTON, 
TEXAS 





DALLAS, 
TEXAS ° 
MEMPHIS, REIDSVILLE, 


TENNESSEE N. CAROLINA 


The Chromo-Plastic battery, shown here, is a 
typical result of Globe creative engineering 
Features attractive electric blue plastic oune 
Sie unitized one-piece cover-case construction 
. . one-piece cover weld-sealed to case 

triple-sealed tongue and groove joint ‘ee 
larger electrolyte area . ered 
grid construction. 


. and tempered 


GLoBe-UNION INC. 


MILWAUKEE 


1, WISCONSIN 


if it’s petroleum-powered there's o (ZU:72// mi 7 Usui right from the start 
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Yes: Dealers Can Finance Budget Plans 


Experienced TBA specialists said it wouldn't work. 
But Shell's Indianapolis division let station men 
take over credit handling. Here's what happened... 


NNUAL TBA sales rose 25% last 

year in Shell Oil Co.’s Indian- 
apolis division, chiefly because of a 
budget selling plan that puts dealers 
into the finance business and brings 
them greater profits. Some stations 
have multiplied their TBA volume 15 
times since 195]. 

Budget selling enables Shell dealers 
to land the big-money sales that passed 
them by in the cash-and-carry days. 
Financing his own credit adds these 
advantages for the dealer: 

e He can make a “double profit” 
on each credit sale, since he pockets 
the usual carrying charge, instead of 
seeing it go to a finance company. 

e He can offer personalized credit 
terms to fit the customer’s wallet. 

There are advantages for the sup- 
plier, too: 

e He sells more TBA because the 
dealer has a “double profit” motive. 

e@ He doesn’t have to put any of his 
own money into the credit fund. 

© His dealers become steadier, more 


reliable businessmen, because it’s their 
own money they’re gambling with 
when they allow credit. 

About 25% of the 325 dealers in 
Shell’s Indianapolis division have bud- 
get plans. And half of those finance 
their own budget programs. The others 
use local finance companies. 

By turning successful dealers into 
part-time finance men—and keeping 
them successful—Shell has accom- 
plished something that many exper- 
ienced TBA men believed couldn’t be 
done. 

“Financing by the dealers them- 
selves or by outside organizations has 
not worked,” TBA Manager Paul 
Hawk of Standard Oil Co. (Indiana) 
told the American Petroleum Credit 
Assn. recently. (NPN, Dec., ’55. p. 
97). 

“We must develop budget plans of 
our own,” Hawk said, “even though it 
means the investment of additional 
time and money.” Indiana Standard 
has done that successfully. 
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Other TBA men have said much the 
same thing with equal candor. 


What's Behind It? 


The man who devised the Shell 
plan is John B. Jackson, retail manager 
of the Indianapolis division, which 
covers much of Indiana and most of 
Kentucky. 

As a student of consumer buying 
habits, Jackson was convinced that at 
least 60% of the people who buy tires 
want, or need, some sort of budget 
plan for financing their purchases. He 
was well aware of the “pay later” fever 
spreading fast through other fields, and 
feared the dealer who didn’t have a 
budget plan might soon have trouble 
filling the refrigerator. 

That was Jackson’s sales message 
as he approached Shell dealers in his 
division three years ago and broached 
the idea of budget selling. His plan 
wasn’t an overnight success, but it 
had slow, steady growth. And last 
year’s TBA sales record indicates its 
strong potential for the future. 

Jackson’s plan has the dealer han- 
dling all details on the budget sale. 
Dealers investigate the customer’s 
credit standing, arrange terms, sign 
the contract and follow up on collec- 
tion. 
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RETAIL MANAGER Jackson and one of his dealers 


“You can be closed out of the market if you 
don’t have the right program.” 


finance their own budget plans have 
fallen flat because of the credit risk 
problem. Jackson’s Shell dealers use 
local credit agencies, banks and refer- 
ences to make sure of a customer’s 
ability to pay. And their credit losses 
of about one-half of one per cent in- 
dicate they’re doing pretty well. They 
don’t do much guessing—because a 
wrong guess means it’s their own 
money they’re losing. 


What It Takes 


Shell’s Indianapolis officials say the 
successful budget-selling dealer must 
have these four things: 

e At least $1,000 for financing. 

@ Knowledge of budget selling from 
past experience, or the benefit of study 
at one of Shell’s training schools. 

e Recognition of the need for fol- 
low-up to keep collections from falling 
behind. 

e Some advertising and promo- 
tional savvy. 

Dealers who want to use the plan 
get full instructions at a division train- 
ing school—there’s one per district, at 
Indianapolis, Fort Wayne, Evansville 
and Louisville. Shell jobbers and their 
dealers also attend. 

Courses are conducted three days a 
week through most of the year, and 
cover all phases of dealer operation. 
Budget selling is part of a new dealer’s 
regular training, and is reviewed reg- 
ularly. 
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Once he gets that basic training un- 
der his belt, the dealer is more or less 
on his own. Division officials have no 
formal followup, although salesmen 
are pretty well posted on how the 
dealers are doing, and sales records 
speak for themselves. 

There’s no definite schedule to fol- 
low in setting terms. It depends on the 
individual customer—how well the 
dealer knows him and his credit record. 
Payment period is usually about four 
months, with six months the limit. A 
small down payment is usually re- 
quested, but this depends on the com- 
petition. Shell’s dealers don’t hesitate 
to put up a “nothing down” sign if 
the local situation calls for it. 

Since many customers are shy about 
asking for credit, Shell’s dealers are 
advised to display prominent signs so 
potential buyers will know the station 
offers credit. This can often mean the 
difference between “no sale” and 
money in the bank. 

The dealer who feels he can’t or 
doesn’t want to handle his own financ- 
ing has nothing to worry about but 
selling. He gets a local finance agency 
to handle it. But he loses the extra 
that comes from the carrying charge. 


What’s the Outlook? 


Budget selling, to customers who 
don’t hold credit cards, has been catch- 
ing on with several companies. The 
logic is simple: 7 


e There’s a huge market. Tire of- 
ficials estimate at least 30% of all 
replacement tires are sold on time pay- 
ments, but... 

e Only 5% of station sales are sold 
through budget plans, credit cards or 
otherwise, and... 

e Service stations sell only about 
one-third of the nation’s tires, leaving 
most of the market still to be tapped. 

This shows that credit card sales 
alone aren’t enough. 

Standard Oil Co. (Ohio) is probably 
the most successful budget seller in the 
business. It is pretty well accepted in 
the industry that Sohio sells better than 
35% of its tires to budget buyers, 
although official figures have never 
been released. One oil jobber, Bonded 
Oil Co., of Springfield, Ohio, does 
even better: its budget volume is 
around 70% of tire sales. Sohio sta- 
tions, however, are salary operated. 

Like Sohio, Indiana Standard is do- 
ing well with its company-backed sys- 
tem. TBA Manager Hawk reports that 
dealers using budget plans sold 37.5% 
more tires than non-budget dealers. 
Indiana Standard’s budget system, un- 
like Sohio’s, is operated only through 
dealer stations. 

Those who have used budget selling 
agree on its advantage to dealers and, 
as a result, to the supplier: 

e The dealer is able to promote 
larger sales. If a motorist drives in for 
a new tire when he really needs a 
complete set, the dealer’s in a good 
bargaining position. If the customer 
can spread the cost over a period of 
months, he is more likely to go all the 
way, instead of meeting only an im- 
mediate need. 

e In most cases, the dealer can re- 
tain his full profit on the sale. A per- 
son paying cash often will haggle over 
price and ask for concessions. But a 
man buying on credit often feels he 
is in no position to hold out for a dis- 
count. 

e The customer keeps coming back 
to the station. He drops in at least 
once or twice a month to make his 
payments, and when he does he will 
often buy gasoline, oil and other TBA 
items. If he wasn’t a regular before, 
he is likely to become one. Jackson 
reports that a high percentage of his 
credit dealers’ business comes from 
repeaters, particularly in neighbor- 
hood locations. 

Shell’s plan is just getting started. 
Whether it spreads to other divisions 
depends on the decision of officials in 
those divisions. A Shell official says all 
divisions can push the budget TBA 
plan if they want to. But so far, “only 
Indianapolis has accomplished very 
much.” ee a 
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Just 28 words 


to tell our steel container story 


Colorfully lithographed, Continental steel containers 
become an integral part of your package family. When 
emptied and put to other uses, they continue to sell 

> your name and product. 


Cc CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 


TAILOR-MADE 
PACKAGE SERVICE 
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porcelain enamel service stations 





Above are four actual “‘package”’ service stations built of Avoncraft 
Porcelain Enamel for four major oil companies. These stations represent 
a trend in modern marketing methods . . . Avoncraft Porcelain Enamel 
Service Stations are completely pre-fabricated, delivered to the site, and 
assembled and erected in the field. For durable sales appeal, inside and out 
. .. for economy, and for simplicity of maintenance, Avoncraft ‘‘package”’ 
service stations are outstanding. 


Our Avoncraft Engineers are at your service . . . write: 


ssectural ducts 
architecture pro a division of 
\onela AVONDALE MARINE WAYS, INC. 


P.O. Box 1030, New Orleans 8, La. 
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TBA SPEAKER HARRY MOIR 


tires—batteries—accessories — $j 


A forward-looking TBA Group 


meeting listens to a Jules Verne 


of marketing as he predicts... 


Oil Men Face ‘Age of the Designer 


S ERVICE STATIONS may _ undergo 

changes bordering on fantasy dur- 
ing the next 10-15 years, predicts 
Harry L. Moir, assistant retail mar- 
keting vice president of Pure Oil Co. 
Moir envisions suburban stations that 
look like homes, radically new pump 
island design, elaborate lighting and 
the age of the vending machine. 

The Pure executive sketched his 
future station for 630 members of the 
Oil Industry TBA Group — largest 
crowd to assemble in the organiza- 
tion’s history—at their annual meet- 
ing in St. Louis in December. Here is 
a partial text of his speech and other 
talks on the program: 

“. . A good many stations, not 
many years hence, will have landing 
fields for helicopters. The use of heli- 
copters will increase for many pur- 
poses, and particularly for commuters 
from city to suburb. My own com- 
pany. five years ago, prepared a layout 
on paper for this type of station. 

“The average service station in 1965 
will be much prettier than today. The 
movement to suburbia, and the aston- 
ishing growth of interest in gardens 
and gardening, indicates the successful 
station of tomorrow not only will be 
neat as a pin, but will be made invit- 
ing with flowers, shrubs and grass. 

“To this day, women have to get 
soaking wet in a downpour as they 
seek the ladies’ rest room around the 
side or rear of the building. Some day, 
a bright service station man will em- 
ploy a female architect to design rest 
rooms for the ladies. 

“It is possible that the advent of the 
gas turbine engine will affect the serv- 
ice station during the next 10 or 15 


years more profoundly than anything 
so far experienced. If it comes, the sta- 
tion will have to serve both types of 
cars (turbine and piston) for a number 
of years. 

“For a time, another type of fuel 
may have to be carried, unless the tur- 
bine can be made to run satisfactorily 
on gasoline initially. Octane values 
will cease to be the talking point they 
are today. There will be fewer oil 
changes and oil consumption will de- 
crease. But total dollar sales of oil 
may stay up as the oil is upgraded in 
quality. 

“There will be a loss of some TBA 
items and an addition of new ones. 
Spark plugs and spark plug cleaning 
will diminish sharply. As of now: the 
turbine will have no oil filter, so filter 
sales will drop off. But it is possible 
that one may be added. 

“Having no radiator, the turbine 
will need no antifreeze, and sales of 
this product eventually will pass out 
of the picture. The need for thermo- 
stats, water pumps, fan belts and rust 
inhibitors will be gone. 

“Some new services will be needed, 
which, with proper training and tool 


facilities, could be handled at stations. 
Fuel injection nozzles will need re- 
placing or adjusting. Motor tune-ups 
will still be asked for. Station person- 
nel might be trained to blast out car- 
bon deposits in turbines. Repiacement 
of blades in a turbine might be a serv- 
ice that a station could render. 

“Future service stations will be de- 
signed to offer a large, open area 
where a car can be easily driven in 
and out. Multi-pump islands in sta- 
tions on heavily traveled arteries are 
becoming a must. 

“The wash rack is fast becoming an 
obsolete facility in downtown or high- 
way locations where fast three-minute 
car wash operations attract motorists. 

“We now are serving grease and 
lubricants through overhead reels. 
Why not gasoline? Many multi-pump 
stations today employ the submerged 
pump and pump shells holding noth- 
ing more than hose and meter. A sta- 
tion devoic of pump islands becomes 
more spacious—more inviting. 

“Still better lighting will be a part 
of this future service station layout. 
Neon borders, animated lighting dis- 
plays, more and more attention-getting 
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New Officers 


William M. Schmitt (right) of Sun 
Oil Co., Philadelphia, is the Oil In- 
dustry TBA Group’s new national 
chairman. Other new officers elected 
at the annual meeting Dec. 5-6 at 
St. Louis (left to right) are Art 
Sweet, Humble Oil & Refining Co., 
national vice chairman, and Leo 
Spanuello, Pure Oil Co., Chicago, 
secretary. 
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Among the Members 


Mel Marsh, Standard of Ohio’s 
TBA manager, points a finger at the 
sessions that look promising to him. 
With Marsh, who is retiring na- 
tional chairman of the TBA or- 
ganization, are Roy Maddux of 
Cities Service Oil Co., Kansas City, 
who was in charge of registrations, 
and Leo Spanuello of Pure, the 
meeting’s program chairman. 





devices will be used to let the speeding 
motorist know he is approaching a 
service station. 

“On the interior, a bank of vending 
machines may dispense coffee, candy 
bars, cookies, handkerchiefs, soft 
drinks, combs, sun glasses, aspirin, 
razor blades, soap, cigarettes, fresh 
fruit and what-all. 

“Where not entirely eliminated, the 
pump island itself will undergo a lot 
of changes. Someday we may see the 
operator on an island in a glass en- 
closure, perhaps on a driveway spa- 
cious enough to warrant serving one 
or two other pump islands from this 
glass enclosure. The tops of these is- 
lands might have animated messages— 
weather forecasts, news, or even prod- 
uct facts. The attendant on these 
islands will be communicating with the 
manager in the station building by 
intercom or radio. 

“Neighborhood stations might look 
like ranch-type homes, with the lubri- 
torium entrance at the rear, making 
possible built-in planters and attractive 
shrubs where, before, gaping overhead 
doors exposed ugly interiors. 

“Like the overhead reels mentioned 
previously, it is conceivable that sta- 
tions will have reels below the drive- 
way for dispensing products. A touch 
of the wand with the front bumper, a 
buzz, and the rear of the car is in 
position to be served gasoline. With 
them might come heated driveways, 
in the North.” 


What the Dealer Wants 


In another speech, W. Milligan, di- 
rector of marketing training, Shell Oil 
Co. of Canada, Ltd., said: 

“Here are the more important things 
a dealer wants from you. 

A quality product, generally com- 
petitive in price and warranty. If our 
dealers are to get their share of the 
market, then our suggested list prices 
must be reasonably competitive. with 
comparable competitive products, and 
still. leave the dealer his recognized 
margin of profit. 

Training for himself and his staff. 
Training cannot be overemphasized. 
On-the-job training is excellent to a 
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point, but interruptions and distrac- 
tions limit what you can accomplish. 
Meetings and training schools afford 
other excellent methods of training. 

Service on deliveries, adjustments 
and complaints. One of the _ best 
methods of operating at a profit is 
cutting expenses. But deliveries can be 
pared down only so fine. Too infre- 
quent deliveries can impair the effi- 
ciency of our dealers. 

Sound advertising. Point-of-sale ma- 
terial is a splendid means of sales 
promotion. But these dealers of ours 
do not operate out of 10-story build- 
ings. To overdo point-of-sale material 
is, in many cases, throwing our adver- 
tising dollars into the dealer’s waste- 
paper basket. 

Budget plans that will enable him 
to meet competition. Dealers without 
budget plans for the more costly TBA 
items cannot be competitive. If it is 
within the realm of possibility and 
practicability, then we should help 
provide and assist materially in the 
development of such plans. 

Space for display and storage. Those 
responsible for building or renovating 
stations should keen in mind that space 
is most important. If you want to sell 
merchandise, you must display it. 

Simplicity. Frequently we expect the 
dealer to pass along to his employes 
that which we have written or spoken. 
We should be as brief, explicit and 
graphic as possible. 

Sales representatives who are trained 
and able to help him. The sales repres- 
entative is undoubtedly the most im- 
portant tool we have to really render 
assistance to our dealer organization. 
Is he sufficiently familiar with his job 


responsibilities before he is turned 
loose and expected to produce? Also, 
his work load should be kept within 
reason if he is to do a good job for 
both company and dealer.” 


How to Sell More Tires 


Said Robert S. Wilson, vice presi- 
dent, Goodyear Tire & Rubber Co., 
“The gasoline service station was able 
to hold its position (in tire sales after 
World War II), but no longer able to 
gain ground. Why? Probably because 
its merchandising methods had not 
changed since the pre-World War II 
days. 

“Approximately a third of the sta- 
tion operator’s profit comes from TBA. 
Half of that third comes from tires. 
Without this TBA profit, the operator 
will not be satisfied and will leave for 
some more lucrative occupation. 

“Three things are necessary to do a 
better job of selling tires: 

Better facilities for tire merchandis- 
ing. The present design of service sta- 
tions makes it obvious that tires are an 
afterthought. 

Better promotional displays. The 
average motorist takes a month to 
decide to lay out $75 to $100 for new 
tires. During that month he drives into 
his service station approximately twice 
a week. 

Better training at retail. This job 
rests primarily with the oil company’s 
salesmen. The missing link may be 
that we do not spend enough time 
training salesmen to be trainers.” 


Profits from Credit 


Taken from the latest nation-wide 
service station survey by Coca-Cola 
Co.: Credit selling is the way to serv- 
ice station profits. Drivers using credit, 
either individual station credit or a 
credit card, average purchases of $4.07 
per stop, two thirds higher than the 
average cash sale of $2.49. One-fourth 
of women drivers buy on credit, com- 
pared with 18% of men. 

Only 38% of drivers spent $3 or 
more at a time, but they account for 
64% of revenue. Only 19% of cus- 
tomers stay in the station six minutes 
or more, but they average $3.74. 





Division Chairmen 


These men will head the TBA 
Group’s operations around the coun- 
try as chairman of the four regions. 
Left to right, they are Ward Brown- 
ing, Richfield Oil Corp., Los An- 
geles, west; L. B. Sloneker, Phillips, 
central; William Milligan, Shell Oil 
Co. of Canada, Ltd., Canadian 
section, and Norton Bronson, The 
Texas Co., New York, east. 
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A Helping Hand to Greater Profits! 


...service-station operator counts on the dependability and efficiency of 


Westinghouse Air Compressors to help him turn out more work at lower cost 


The operations that make those extra profits for you 
require air power. That is why you should select a 
compressor that is dependable, and so efficient that 
you get all the air you need at lower cost. 


That is why you should select a Westinghouse Air 
Compressor. Just look at a few features: 


Low oil-level protection — your Westinghouse won’t 
pump air if the oil-level or oil pressure is too low. 
You never get repair bills for lack of lubrication. 


Starting unloader — keeps compressor unloaded until 
motor reaches normal speed and oil circulation starts. 


Thermal overload protection — cuts current if motor 
should overheat: 


Automotive-type lubrication — pressure principle 
forces oil to every moving part for longer life. 


Two-stage, air-cooled design — provides air at max- 
imum efficiency. Costs less to operate. 


Insist that your station is equipped with a West- 
inghouse Air Compressor and you'll truly have a 
helping hand to greater profits. Sizes from 114 to 
15 hp are available for automatic start and stop and 


continuous operation. Write for literature. 
W-100 


Bw Division of Westinghouse Air Brake Co. 





Milwaukee 1 , Wisconsia 


PORTABLE AIR COMPRESSORS © TRACTAIR ©® STATIONARY Aik COMPRESSORS © ENGINES © AIR TOOLS 
Distributors in all principal cities 
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RUGGED: 
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Attaches to airline, fits the hand. Dial the 
pressure, get it automatically — fast, easy 
one-hand operation. You can air a set of 
tires in seconds — even in the dark! 


New NELSON Equamatic 
TIRE INFLATOR 


@ RUGGED FORTRESS WALL — thick 

\ pressure-cast aluminum body pro- 
\tects parts — dropping, banging 
\won’t hurt it! 


e’RUGGED REGULATOR SPRING 
— extra-heavy gauge; stays accurate, 
dependable for years! No cartridges 
to buy, no returning to factory for 
calibration! 


END GAUGE TROUBLES NOW. 
Modernize with NELSON auto- 
matic inflation for as little as $14.95. 
Liberal trade-in allowance — see 
your jobber or send coupon now. 


I Please send literature and prices 


| NAME 








Vein 
! 





| ADDRESS 





BarmorivE 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 
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Needed: 


By 
FRANK C. STURTEVANT 


TBA and 
Merchandising 
Editor 


At last something may be done to 
untangle the growing servicing prob- 
lems created by current trends in auto- 
mobile design. The American Petro- 
leum Institute has established a new 
committee to review the whole 
situation and come up with concrete 
recommendations. 

They'll find a fertile field. It isn’t 
that new cars aren’t a delight to drive 
—they are. However, while they get 
better every year they also get harder 
to work on. 

Mechanics and station men who 
have to service new cars are groaning 
louder and louder. And they aren’t 
the only ones who are in trouble. The 
oil companies, and indeed all others 
who sell in the so-called automotive 
“after-market”, have reason for 
concern. 

Service is being neglected and sales 
are being lost. The problem affects the 
whole field of under-the-hood acces- 
sories and parts. Manufacturers of 
filters, spark plugs, fan belts, batteries, 
radiator hose, thermostats, and cables, 
all report a lag in replacement sales. 

Station dealers often  side-step 
needed service, even pass up sales 
because it takes too much time and 
labor to check or install parts. The 
traditional path to TBA sales is still to 
“point out the need,” but on some cars 
that’s now a real problem. 

Filter installation is a good 
example. Dealers ask if it’s worthwhile 
to put a car on the lift and go through 
a difficult and involved series of steps 
to get the filter out, just to inspect it. 
That’s what has to be done with 
several new cars. Some dealers are 
even slow to suggest a new cartridge 
when the mileage indicates it’s long 
overdue. They feel installation takes 
too long for the profit involved. 

On other cars it may be that the fan 
belt is inaccessible, or that the heater 
must be dismounted to get the spark 
plugs out. Sometimes the battery is 
located so that it is difficult to check 
the water level or voltage of the end 
cell. For almost every accessory re- 
placement there are new complications 
and time-wasting obstructions. 

Even dipsticks are no longer simple. 
Markings are becoming a puzzle and 


Co-operative Effort 


it requires contortions to get at some 
of them. 

Add it all up, and it’s easy to see 
why dealers are backing away from 
many service and replacement jobs. 
No wonder they look relieved when 
the motorist tells them the oil and 
water don’t need checking. They 
would just as soon not get under the 
hood. 

Reversing the trend won’t be easy. 
How can you tell a car manufacturer 
to redesign his engine when new cars 
are selling the way they are? The 
engineers are all in a _ red _ hot 
horsepower race to match or beat 
their competitors. The pressure is 
always on them to cram _ more 
performance under the hood. They 
sometimes forget that performance 
also depends on fast and efficient 
servicing. 

It wouldn’t be fair to charge car 
designers with wanting to drive owners 
into a new car dealer’s shop for every 
minor service, or with trying to make 
repairs more costly. 

Moreover, they are not unaware of 
growing problems. They just can’t af- 
ford to let anything stand in the way 
of making a car the public will want 
to buy. 

One thing is sure: we are never 
going back to the relatively simple 
engines of other days. But perhaps a 
little closer cooperation can halt any 
further pyramiding of service ob- 
stacles. 

Up to now, no one has been willing 
to carry a formal protest to the auto- 
motive engineers. Nobody wanted to 
be the first to complain. 

For one thing, few were in a 
position to argue with such large and 
important customers as automobile 
manufacturers. Indeed, the car makers 
have kept oil and parts men so busy 
with technical problems and expand- 
ing production that the mounting 
service headaches have been pushed 
into the background. 

The American Petroleum Institute 
is the logical spokesman for all 
affected. Its reputation and prestige 
will help the new servicing committee 
deal with automobile industry on even 
terms. 

Many service problems, such as 
those inherent in the V-8 engine or the 
pressure cooling system, will probably 
not be solved in the near future. 
Others, like the needless multiplicity 
of battery shapes and sizes, can surely 
yield to an intelligent cooperative 
effort. B 
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Gulf Loosens Credit 


Gulf Oil Corp. no longer sets a 
minimum of $20 on TBA sales that 
may be handled on time payments. 
For credit card holders only, any TBA 
sale up to $50 is now eligible for three- 
month terms. Larger amounts are 
given six months. 
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Crushed-Stone Kit 


Wide, flat cartons of crushed stone 
are being marketed under the trade 
name of “Grip-Chips” by a client of 
Hilton & Riggio, advertising agency. 
4 W. 58th St., New York 19, N.Y. 
A carton can be placed under a 
spinning rear wheel, or the carton can 
be broken and the contents sprinkled 
as needed. A kit of two cartons sells 
for $2.00. 


Tubeless Repair Plug 

A new repair plug for tubeless 
punctures comes from Tyrex Sales 
Corp., Forest Hills, N.Y. A metal 
abutment, molded in the tip of the 
plug, permits insertion without danger 
of damage to the plug by the inserting 
rod. A rubber collar at the base of 
the tip seals the plug to the inner liner 
of the tire. A. compressible body and 
external ridges fit the plug into any 
irregularities in the puncture hole. 


Nickel Bet 


Mel Marsh, Standard of Ohio TBA 
manager, is using shiny new nickels 
to sell batteries this season. His cam- 

(Continued on p. 124) 
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All Extruded 
Aluminum 














Coping-Lite 


Made of T-6 extruded aluminum, Coping-lite is designed 
to put light on the face of a building. When used at angu- 
lar position, gives two-way illumination. Lights-up build- 
ing and a portion of the ground area in front. 
Coping-lite can multiply to any length. Choice of three 
finishes — natural aluminum, baked enamel and porce- 
lain enamel. 


*Registered U.S. Patent Office 


MAGN FLOOD 


38 NORTH SECOND AVENUE * MOUNT VERNON, N.Y. 
_ MOUNT VERNON 8-1385 


Manufacturers of a complete line of outdoor floodlights and accessories. 
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(Continued from p. 123) 

paign slogan is “Betcha nickel you 
can’t tell me how old your battery is.” 
Real nickels, mounted on cards bear- 
ing the challenge, are handed to cus- 
tomers at Sohio stations. The cards 
open the door to a battery inspection 
and a sales talk. 

Copy on the card explains why it is 
important to know the age of a battery. 
An owner with a two-year-old battery 
“may be heading for battery trouble 
some cold morning. So don’t be taken 
by surprise. If your battery is pushing 
two, get it tested now. A battery test 


NEW MODEL 1091 
Vertical Check 
Valve—cover and 
poppet assembly 
lift out as one 
complete unit. 


will show you if you’re due for a 
failure some time soon. It will show 
you if your battery will hold a charge 

. or if a new battery is needed.” 

Dealers are told that 4 out of 5 cars 
are battery prospects, and that they 
should regard 1954 and 1955 cars with 
12-volt batteries as possible prospects, 
because those batteries have a high re- 
placement tendency. They are re- 
minded that the three lines of Atlas 
wet charge, and one dry charge line, 
fit 98% of all American cars. The 
battery inspection drive is being pro- 
moted with radio and television spots. 


now better; than ever! 


@ Strainer screen on every 
valve insures protection 
against dirt 


@ A new, easy-to-get-at 


e 
td 
. & 
vertical check valve 


@ Single and double 
poppet types 


@ Available in 
several sizes 


With a new easy-to-get-at vertical 
check valve, a strainer screen as 
standard, and the addition of several 
other models and sizes, the Tokheim 
valve line is now broader and better than 
ever. Every valve is subjected to a dry 
vacuum test. Self-cleansing. Won't stick, 
2 leak or impede flow. See your Tokheim 
© representative or write for bulletin. 


BUY TOKHEIM —there’s no better value in any valve! 


General Products Division 


TOKHEIM CORPORATION 


Designers 
1630 WABASH AVE. 


and Builders 


Since 


of Superior 
1901 


Equipment 
FORT WAYNE 1, IND. 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto, Ont. 








Flying ‘A’ Premium 

Tide Water Associated Oil Co. 
(Western Div.) has added a Flying 
“A” Safti-Ride Tubeless black nylon 
tire to its line. It is offered as a pre- 
mium tire to combat competitive tire 
prices in the so-called ‘‘semi-premium” 
price range. 


Shock Absorber Film 


Profits in shock absorbers is the 
subject of a new film now available 
from Monroe Auto Equipment Co.. 
Monroe, Mich. It presents Monroe’s 
“Tune Up The Ride” campaign and 
ties it in with the current drive for 
greater safety on the highways. 


Antifreeze Fact 


An article on permanent-type anti- 
freeze, by Dow Chemical Co., supplies 
this novel fact: pure ethylene glycol 
will freeze at 9 deg. F, but with water 
in a proportion of six to four, the 
mixture resists freezing down to minus 
64 deg F. 


—— PERSONALS——— 


H. G. Kamrath, — 
who has_ been _ 
chief liquid filter 
engineer for 
Fram Corp at 
East Providence 
R. IL, has been 
promoted to chief 
engineer in charge 
of all engineering 
and research ac- 
tivities, both at 
East Providence 
and Dexter, Mich. He succeeds Dr. W. 
S. James, who retired as of Jan. 1, 
1956, as vice president in charge of 
the research and engineering depart- 
ment. 


. G. Kamrath 


John S. Harbi- 
son, Jr., has been 
named manager 
of replacement 
sales at Willard 
Storage Battery 
Co. He has been 
in the Willard 
sales department 
since 1947, most 
recently as dis- 
trict and regional 
sales manager in 
Cleveland and Chicago. Previously he 
operated his own trucking business 
and also spent 10 years with Western 
Union Telegraph Co. on the west 
coast. & 


J. S. Harbison 
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distributes light 
more effectively 


means a more 
efficient 


HEADLAMP Ae 


MORE POWERFUL Wattage stepped up to give 26% more 


light on the high beam; 23% more on the low beam. 


GREATER SAFETY RANGE Passing beam is projected 80 
feet further down the right side of the road. Added seeing distance 
means more stopping distance. 


GLARE-BACK REDUCED built-in fog cap controls stray 


light—reduces glare-back from fog, rain, sleet and snow. 


Sell ‘em in Pairs crwnee 1vees 


Every customer will want to change over to i : 
this safer headlamp. Order a good supply in . 5400 a 
both 6 and 12 volt types and ask for Free ' a 

Re : ; RUGGEDIZED 
promotion kit to help you demonstrate and " ; 


sell this improved headlamp. 


minimizes ‘ 3 ue ‘ 
annoying mae gives better 
stray light eee at control of light 


NO. 6 FLASHER 
ASSORTMENT 


You need a stock of Signal Flashers to 

round out your electrical service. The 

Ng. 6 assortment takes care of 97% 

* of all Flasher replacements. The dis- 

: ere p en | play package contains six types in- 

' & ai ef iN) a \ . Na! cluding two Universal Flashers—that 

a ’ ; ; . oe fam ~=silll take care of 85% of all Flasher 
2 tae ¢ a. ‘ Ch \ F - replacements. 

' 2 UNIVERSAL P229D 


#70 for 12 volts 
(Replaces ten special installations) 


2 Handy ~ |p 
Merchandisers 


PP yew plastic counter display —_ — as (ts) ® 
of miniature lamps are now available ae 
in both 6 volt and 12 volt assortments. Each SALES AIDS ; ; a 
° P Vision-Aid Headlamp demonstration kit 
available with a balanced stock of the most —Lasap sad Flecher sttvice gaide—pest- 


commonly used types of lamps. You should ers—folders—service tags—many others, 
have both on your counter to give prompt Ask your jobber for Tung-Sol sales aids AUTO LAMPS 


service. to help build a profitable lamp volume. 
SIGNAL FLASHERS 


TUNG-SOL ELECTRIC INC., Newark 4, N. J. 


Sales Offices: Atlanta, Chicago, Columbus, Culver City, Dallas, Denver, Detroit. Newark, Phila- 
delphia, Seattle. Canada: Montreal. 
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BOWERS 


BATTERIES 


ways 


BOWERS BATTERY & SPARK PLUG CO., READING, PA. 











closes for advertising 
the first of each month 
for the next month’s issue. 


Sole exception: The Mid-May 


NPN FACTBOOK 
which closes April 16th. 


REPRESENTATIVES 
at McGraw-Hill Publishing Company offices 


ATLANTA 3 

Stokes T. Henry, 801 Rhodes-Haverty Bldg., 
Walnut 5778 

CHICAGO 11 

George C. Hodgson, 520 North Michigan Ave., 
Mohawk 4-5800 

CLEVELAND 15 

Walter G. Berger, 1510 Hanna Bldg., 
Superior 1-7000 

DALLAS 1 

James H. Cash, First National Bank Bldg., 
Douglas C. Billian 

Prospect 7-5064 

LOS ANGELES 17 

Carl Dysinger, 1111 Wilshire Blivd., 

Madison 6-4323 

NEW YORK 36 

James B. Dunn, 330 West 42nd St., 

Longacre 4-3000 

PHILADELPHIA 3 

Charles J. Jefferis, Architect’s Bldg., 17th & 
Sansom Sts., Rittenhouse 6-0670 

SAN FRANCISCO 4 

T. Evans Wyckoff, 68 Post St., Douglas 2-4600 











What Theyre Saying, 


“In our business, there is no ‘Sorry, 
we are out of gasoline, but we have 
some fine asphalt that will serve you 
just as well.’ In the case of nearly every 
other product and service, the public 
accepts, as facts of life, shortages, sub- 
stitutions and delays. But not with oil.” 
R. L. Minckler, president, General Pe- 
troleum Corp. 


69 


“Although much (natural) gas will 
continue to move interstate due to 
existing contracts and unavailability 
of in-state markets for total produc- 
tion, the ratio of interstate sales to 
total production is bound to decline as 
gas producers and producing states 
develop additional markets.” Rayburn 
L. Foster, vice president and general 
counsel, Phillips Petroleum Co. 


69 


“My opinion is that there will not be 
any increase in crude oil prices in the 
near future.” M. J. Rathbone, presi- 
dent, Standard Oil Co. (New Jersey). 


69 


“The needs of the American motor- 
ist and of the trucking industry are 
either going to be met by you (oil in- 
dustry TBA men), or Sears and others 
like them will be glad to take the 
burden off your shoulders.” Dr. Tenny- 
son Guyer, public relations director, 
Cooper Tire & Rubber Co. 


69 


“Expansion of scrvice stations has 
declined somewhat in the past year. 
Expanded TBA products may be the 
vital means of keeping service stations 
growing. TBA profits possibly could 
counteract the increasing costs of this 
expansion.” Thomas A. Aldridge, mar- 
keting vice president, American Oil 
Co. 


69 


“They (congressional investigators) 
paint a picture of the dealer as being 
an ‘economic vassal,’ who is working 
for about half the common labor rate 
and who is being ground under the 
heel of supplying companies. They do 
not explain why a man would work 
for half the common labor rate when 
there are so many job opportunities 
waiting for him.” S. H. Elliot, sales 
vice president, Standard Oil Co. (Ohio). 


“If you’re so smart, why ain’t you 
rich?’ (goes an old saying). To you 
oilmen, I would like . . . to say, ‘Since 
you are so rich, why ain’t you smart?’ ” 
H. S. M. Burns, president of Shell Oil 
Co., in a speech deploring internal in- 
dustry warfare as a “process of self- 
destruction.” 


69 


The Harris Bill and companion Ful- 
bright measure are “devices to deliver 
to... producers huge windfall profits 
at the expense of consumers and their 
local suppliers.” John Heyke, presi- 
dent, Brooklyn Union Gas Co. 


6° 


“We would like to know if the fi- 
nancing of the fight (by certain gas 
utilities) on the Harris Bill . . . is 
added to the consumer bill.” A. P. 
King, Jr., president, Texas Independ- 
ent Producers & Royalty Owners Assn. 


6? 


“You might ask why we are not 
worried by the oil industry. There are 
too many engaged in the business, 
from the small wildcat to the giants. 
So long as our government frowns on 
mergers and controls pipelines and 
interstate shipments, and states main- 
tain production quotas, the oil indus- 
try will continue to grow and we will 
benefit.” John W. Duke, president of 
Nashville Automotive Wholesalers, be- 
fore the Senate Judiciary subcommittee 
on anti-trust and monopoly. 


69 


“Some say 1955 was an abnormal 
year, and production and sales of autos 
for 1956 must be lower. On the con- 
trary, 1955 was the first year in the 
entire postwar period that the indus- 
try and economy did not face sub- 
stantially abnormal conditions in one 
form or another.” W. J. Simons, 
treasurer, Chrysler Corp. 


69 


“We are turning out babies at 480 
per hour, or 11,500 every day, and we 
haven’t even tried automation yet. The 
people who are going to get married 
and start new families are alive today, 
and growing toward the age when they 
will enter the automotive market.” L. 
W. Smead, sales manager, Ford Di- 
vision of Ford Motor Co. ® 
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Fast fuel oil deliveries 
even in cold weather 


B.E. Goodrich hose keeps flexible, full-flow, in all weather 


ow that winter is here and oil 

flows slower in the line, you 

need B. F. Goodrich fuel oil hose more 

than ever. It keeps a full, unblocked 

flow and easy-handling flexibility even 
at sub-zero temperatures. 

Flexibility won't “‘freeze up” 
Special ingredients in the rubber keep 
this hose flexible, easy to bend in coldest 
weather. This B. F. Goodrich hose reels 
readily, handles easily, saves many min- 
utes each day. Braided construction 
eliminates the need for wire reinforce- 


ments that can cause stiffening kinks. 


Full-flow at all times 
Tube won’t flatten or collapse on the 
reel, to choke off flow or slow it down. 
Strong braided construction keeps this 
hose perfectly round, even when empty 
on the reel. Oilproof tube won’t swell 
to reduce inner diameter. No flaking 
to roughen the inside surface and de- 
crease flow. 
Lasts longer 

Cover built for rough service—oils and 
grease won't damage it. Dragging over 


January, 1956 * NATIONAL PETROLEUM NEWS 


brick, stone or gravel driveways won't 
tear it. Won’t crack or check under the 
hot sun. 

Furnished with either one-time 
Permalock or reattachable couplings. 
Static wire bonded to coupling at each 
end of hose. 

Ask your BFG distributor to show 
you a sample of this hose, or write 
The B. F. Goodrich Company, Department 
M-527, Akron 18, Ohio. 


B.F Goodrich 


INDUSTRIAL PRODUCTS 
DIVISION 
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FRAMELESS TANK TRUCK built by Fruehauf is the first on the road. It pairs with a new-style frameless trailer, in use two years 


Pilot Model of Frameless Tank Truck 


N EXPERIMENTAL frameless tank 
truck has hit the roads on the 
West Coast, carrying an extra payload 
of 330 gal. gasoline more than a frame 
truck of the same weight. 

Production models are due to follow 
in three or four months. Fruehauf 
Trailer Co. and Pacific Intermountain 
Express, co-developers of the frame- 
less design, are now negotiating with 
truck companies. 

The new transport is lower and 
lighter than conventional models. It 
follows the general trend of combining 
efficiency and up-to-date safety fea- 
tures with a sleek and streamlined 
appearance. 

The steel tank of the new truck 
bears the load formerly carried by 
heavy frame members — eliminating 
nearly a ton of deadweight. The truck 
is paired with a new-style frameless 
trailer (built for PIE two years ago) 
that gains SO gal. over older frameless 
models through a new wheel-mounting 
design. 

The pilot model is made of light- 
weight steel. Fruehauf says the next 
one may be aluminum, which is strong 
enough to stand frameless construc- 
tion. 

Engineers who worked on the hand- 
built truck say the weight probably 
could be cut even more in production 
models—the pilot model was built 
primarily to see if the design would 
work, not to save weight. For one 
thing, the running gear on the truck 
was salvaged from a wreck, and is not 
of lightweight construction. The cab 
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also is heavier than necessary. 

It is this payload gain, plus operat- 
ing economies, that Fruehauf counts 
on to make the new trucks competi- 
tive. They cost about 15% more to 
build than conventional models. 

The payload gain with aluminum 
could be phenomenal in the 44 states 
where fire and safety regulations per- 
mit truckers to use it (NPN, July °55, 
p. 140).* 

Weight saving of aluminum over 
lightweight steel is estimated to be 
from 6% to 10%. On a rig the size 
of the pilot model, which carries 8,730 
gal. of gasoline (4,030 in the truck and 
4,700 in the trailer), that could mean a 
payload increase in the neighborhood 
of 800 gal. When that is tacked onto 
the 380 gal. or more already saved by 
the truck-trailer combination, the 
total is well over 1,000 gal. 

Other savings —either actual or 
anticipated—that Fruehauf claims for 
its new unit come about through safer 
and more economical operation and 
easier service. 

Tanks stand only 7 ft. 4 in. off the 
road, but the driver’s head is 9% ft. 





*Aluminum’s Status 

It’s prohibited in Maine and Ver- 
mont, Los Angeles and San Francisco 
counties, New York City and Seattle. 
Massachusetts and Michigan are due 
to approve its use shortly. Five states 
—Kansas, Ohio, Oklahoma, Oregon 
and Pennsylvan‘'a—okay aluminum 
of “equivalent strength” to steel. 





above the pavement. This gives him a 
clear view of trailing traffic through 
his rear window. Lower, wider tanks 
also give the vehicle a lower center of 
gravity and, Fruehauf says, makes it 
impossible for the truck to tip over. 

The rear axles (all axles are Mack) 
are equipped with a Fawick hydraulic 
hand brake powerful enough to stop 
the vehicle in an emergency. 

PIE, which has tested the rig in op- 
erations up and down the West Coast, 
says the low-slung construction has 
delivered three times the expected tire 
life. The low center of gravity reduces 
sway, a major cause of tire scuffing. 

A specially engineered air suspen- 
sion system on the rear of the truck 
eliminates chatter (bouncing of wheels 
while braking), another cause of fast 
tire wear. Tires are small—10.3-20, 
compared with the standard 10.00-22. 
This contributes to the low silhouette. 

Minimum service time is the objec- 
tive of the pull-out engine design. The 
engine and transmission are mounted 
on rails and rollers and glide out of 
the front of the truck like a file cabi- 
net drawer. 

It takes about 20 minutes to dis- 
connect the engine so it can be pulled 
out for service. The engine can be run 
for testing when extended in front of 
the cab and the complete engine-trans- 
mission “package” can be removed 
and replaced in less than two hours. 

The pilot model is powered by a 
Hall-Scott engine, but Fruehauf says 
the design will accommodate any 
manufacturer’s power plant. a 
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SQUAT STYLE increases stability 
and cuts tire wear by lowering 
new rig’s center of gravity 





ROLL-OUT engine is easy to get 
at for service. Entire engine can 
be replaced in only two hours 








This 16th Century helmet displays the crafts- 

manship of medieval armor-makers. Expert 
fitting and positioning permitted mobility and visibility, while 
intricate carving brought distinctive, attractive appearance. 
Studied design and careful construction assured maximum 
protection. 

Jones & Laughlin Steel Containers provide dependable 
protection for your products. They are built of sturdy, high- 
quality J&L Steel Sheet. Careful manufacture assures ac- 
curacy in all fittings and closures. J&L containers have a 


CONTAINER DIVISION 


trim appearance which can be decorated attractively with 
colorful designs and illustrations by means of J&L’s litho- 
graphic process. 

Coatings and lacquers are evenly applied—both inside and 
outside. J&L pails and drums are chemically treated to keep 
all surfaces clean and dry. 

Depend on J&L Steel Containers for the protection your 
products require. 

Order them through plants in leading industrial centers. 
You will find J&L service prompt and efficient. 


Sones ¢ Laughlin 


STEEL CORPORATION 


& 
TEE 
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405 LEXINGTON AVE. 
NEW YORK 17, NeY. 











MORE PEOPLE in more places can be reached by Wayne’s new mobile clinic 


EQUIPMENT 


e. 


COMPRESSOR cutaway catches the eye 
of Gulf Oil Corp.'s John Habicht 


SUN’S Frank Markley (right) gets run- 
down on stripped pump model from 
Wayne's Ted Maxwell, Dick Layfield 


Wayne's Service Clinic Gets Wheels 


Wwe Pump Co.’s service clinic 
rolls now, housed in an air-con- 
ditioned bus with capacity for 15 stu- 
dents, an instructor, and cutaway 
models of Wayne station equipment. 
Wayne is taking its rig into mainte- 
nance yards at oil company and jobber 
plants. There it holds one-day sessions 
on the operation and servicing of 
gasoline pumps and their components, 


What's New in 


remote pump systems, air compressors 
and bulk plant pumps. Instruction is 
delivered by personal demonstration or 
by film. 

The company’s clinics used to be 
held at its Salisbury, Md., offices. But 
Wayne believes that mobilization will 
get the clinics to more people, with 
more convenience to customers. 

One of the clinic’s first visits was at 


Equipment... 





Evaporation losses 


. . Of greases and oils, regardless of 
viscosity, can be checked with a new 
test cell. Lab tests can be run from 
210 to 300 deg. F. Needle-valve gage 
controls air flow rate. Construction is 
of stainless steel and tinned copper. 
Precision Scientific Co., 3737 W. 
Cortland St., Chicago 47, Ill. 

Circle No. 1 on coupon, p. 132 


Aluminum trailers 


... for oil-hauling tractors feature an 
adjustable tandem assembly that slides 
forward or back so the operator can 
change load distribution. An adjust- 


able fifth-wheel plate complements the 
new sliding suspension. Aluminum’s 
light weight means that a 6,750-gal. 
unit with four compartments scales 
8,460 lb., about 2,800 Ib. lighter than 
a steel tank built to the same specifica- 
tions. Great Dane Trailers, P.O. Box 
1007, Savannah, Ga. 

Circle No. 2 on coupon, p. 132 


Extra extinguisher 


. .. for a service station or bulk plant 
is a small aerosol unit that uses spe- 
cially treated bicarbonate of soda to 
fight liquid and electrical fires. The 
maker says it is three to five times as 
effective as carbon dioxide or foam. 
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Philadelphia, where major-company 
marketing men took an interested look 
at it. It has already made 23 stops in 
the East. This month it hits Virginia 
cities—Norfolk, Newport News, and 
Winchester. 

After more stops in Virginia, the bus 
will head south along the coast, west 
to Dallas, and then up the Mississippi 
Valley. 8 


Retail price is about $2 for a 12-oz. 
container. Safe, Inc., 2800 Parkridge 
Ave., Marinette, Wis. 

Circle No. 3 on coupon, p. 132 


LP-gas service 


. .. is the potential market for Bastian- 
Blessing’s new safety hose coupling 
and relief valve. The coupling is de- 
signed to protect the deliveryman’s 
hands from frostbite caused by unex- 
pected discharge of gas when dirt or 
pebbles obstruct seating of the filler- 
valve check. The relief valve is suit- 
able for 250-gal. containers or con- 
tainers with surface areas of 67 sq. ft. 
or less. It may be mounted inside the 
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container hood without additional 
protection, if fitted with the rain cap 
designed for it. Bastian-Blessing Co., 
4201 W. Peterson Ave., Chicago 30, 
il. 

Circle No. 4 on coupon, p. 132 


Frame coniact hoist 


. now in production by Globe 
features four swivel adapters that, the 
maker says, enable it to handle “any 
car in the world” and light trucks. 
Called the Continental model, the 
hoist is designed to lift 90% of U. S. 
cars without adapters. The adapters 
rotate a full 360 deg. and slide up and 
down the lift arms to reach almost any 
point on the underside of the car. 
Globe claims 30% to 50% _ time 
savings over hoists not using the 
frame-contact principle. Globe Hoist 
Co., E. Mermaid Lane at Queen St., 
Philadelphia 18, Pa. 


Circle No. 5 on coupon, p. 132 
p p 


New Electric Lamp 

. is designed for any industrial or 
commercial installation, including both 
internal and external service station 
lighting. The lamp—called Fluomeric 
—combines features of incandescent, 
fluorescent and mercury vapor light- 


e FOR FURTHER INFORMATION 


ing, and the maker says it is the 
closest thing yet to natural light. Bulb 
screws into an ordinary light socket, 
does not need the heavy, expensive 
transformer that has been one of the 
major objections to mercury vapor 
units. Can be produced in any normal 
wattage and is reported to burn 12,000 
hours. Duro-Test Corp., North Ber- 
gen, N.J. 


Circle No. 6 on coupon, p. 132 


Steel wheel block 


... has a curved face to provide 
maximum contact with the tire. The 
large, flat base gives support in soft 
footing, and gripper teeth at the rear 
edge provide holding power on ice or 
snow. Calumet Steel Castings Corp., 
Hammond, Ind. 

Circle No. 7 on coupon, p. 132 


Neat uniforms 


. for service station dealers and 
truck drivers is the goal Dow Corning 
has in mind for silicone fabric finish. 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New. York 36, N.Y. 


Your inquiry will be forwarded to the manufacturer. Void after April 25, 1956 
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Silicones form an invisible, water- 
repellent film around each fiber, says 
the company, so the fabric “breathes” 
while repelling water and water-borne 
stains. Oil and grease spots are said to 
come off with solvent—without leav- 
ing a ring. Dow Corning Corp., 592 
Saginaw Rd., Midland, Mich. 

Circle No. 8 on coupon, p. 132 


Records copying 


. . for marketers who want extra 
copies as insurance against fire loss 
and other hazards is the province of a 
new copying machine designed for 
small businesses. The unit makes a 
copy for 9¢ in material and labor cost, 
the maker says, compared with 58¢ to 
$1 a copy charged for most outside 
services. Price is $249. Cormac 
Industries, Inc., 80 Fifth Ave., New 
York, N. Y. 


Circle No. 9 on coupon, p. 132 


Wire display rack 


. .. hangs from the wall and holds 56 
Purolator oil filter elements of seven 
different types. Filters of each type are 
stacked in a vertical channel. When an 
element is removed from the bottom 
of the column, another slips into 
place. The rack is designed to help 
solve the problem of inadequate floor 
space. Purolator Products,  Inc., 
Rahway, N. J. 


Circle No. 10 on coupon, p. 132 


Wiper sales aid 


. . . for the station dealer is a 
portable display and service unit. 
Hand grips at the top rear make it 
easy to wheel the cart around the 
lubritorium or to the pump island. 
The compact unit takes only 18x18 in. 
of floor space. Trico Products Corp., 
Buffalo, N. Y. 


Circle No. 11 on coupon, p. 132 


Spark plug sockets 


. . . have a special rubber insert that 
fits snugly over the plug terminal and 
holds it securely for installation or 

(Continued on p. 134) 
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,PIONEERS IN ENGINEERING PROGRESS 


Introduced in 1906... the first 
Brunner air compressor, like the 
“horseless carriage’, was an engi- 
neering achievement of the times. 





Brunner manufactures a complete line of 
horizontal, vertical and ‘‘Du-Al’ Air Com- 
pressors ... from 4% H.P. through 50 H.P. 
++. to fit any space, for every need. 
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(Continued from p. 132) 
removal. One model is for %-in. drive 
(retail price $1.50) and the other is 
for Y2-in. drive ($1.55). Both have a 
%-in. male plug at the top for turning 
with open-end or box wrench. Various- 
length extensions can be used with the 
sockets. P & C Tool Co., P.O. Box 
5926, Portland 22, Oregon. 

Circle No. 12 on coupon, p. 132 


Tubing dispenser 


. serves out copper tubing for 
gasoline and oil lines in the station 
service department. All tubing is 
marked off by feet. The dispenser 
contains 100-ft. spools of 316, “4, %16 
and 4s-in. tubing and one 50-ft. spool 
of %-in. tubing. Dorman Products, 
Inc., Cincinnati, Ohio. 


Circle No. 13 on coupon, p. 132 


Tough flashlight 


. made of oil-resistant nylon is 
built to withstand hard use around a 
bulk plant or other industrial location. 
Special features are a positive lock- 
type switch and construction that 


leaves no metal parts exposed. Prices 
are $3.25 for two-cell and $3.65 for 
three-cell, without batteries. Ray-O- 
Vac Co., 212 E. Washington Ave., 
Madison, Wis. 


Circle No. 14 on coupon, p. 132 





Two emergency lights 

. May come in handy for road 
service trucks on the night shift. The 
large unit clamps on a 7'%2-volt dry 


battery pack and can do moderate- 
light work for 24 consecutive hours, 
or serve as a searchlight for eight to 
10 hours. The smaller model (shown) 
is easier to carry and will adjust for 
beam or spotlight. Carpenter Manu- 
facturing Co., Boston 45, Mass. 


Circle No. 15 on coupon, p. 132 


Oil filter wrench 


. . . fits all popular filter-housing nuts 
and is designed for work in confined 
areas where short ratchet strokes are 
necessary. AC Spark Plug Division 
of General Motors Corp., 1300 N. 
Dort Highway, Flint 2, Mich. 


Circle No. 16 on coupon, p. 132 


Automatic seamer 


. . . has been designed for the small 
oil-products canner who must operate 
with a large number of changeovers 
or short runs. Speed range is 30 to 85 
cans per minute. Takes diameters 
from 2% to 4% in., for either a solid 
or liquid canning operation. The 


(Continued on p. 139) 





The Genume 


of Kooshion 


Rugged construction, made of 5/16” rod, dipped in silver enamel and baked. 
48” high, 22” square at base. Holds 6 cushions, both Regular and King size. 
Cushions can be added or removed without disturbing display. Rack is assem- 
bled by merely dropping one wire into place. No nuts, bolts or screws needed. 


Here’s what you get when you order your 661-D Merchandiser... 


6 No. 100 Regular Kool Kooshions. . $14.70 $23.70 $ 9.00 
6 No. 300 King Size Kool Kooshions . 
1 No. 300 King Size Kool Kooshion . 4.55 re 


1 $6.50 Universal Display Rack 


THIS HANDSOME DISPLAY 


NDISER 






RACK IS YOURS...FOR 
EXTRA PROFITS! 


YOuR RETAIL YOuR 
cost VALUE PROFIT 


16.92 27.30 10.38 


. No charge 
$36.17 $55.55 $19.38 





Every stock turnover nets you $19.38. 
Turn over your stock twice a month and net $465.12 a year. 
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Kool Kooshion Manufacturing Co. - 1732-1742 N.W. 5th St. - Oklahoma City 4, Oklahoma 
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It had to come! AUTO-LITE RESISTOR 


4 


AUTH 
fasistor 


SPARK PLUG WITH 


= STARTLING NEW 


POWER TIP 


lgnition-Engineered for Overhead-Valve Engines 


Here’s important news for every man whose job is making 
car engines perform better! You want facts— not fancy 
talk! Modern overhead-valve engines demand a 
spark plug “‘ignition-engineered”’ to bring out best 
performance. One spark plug manufacturer has 
the experience and the facilities to work right 
along with ignition experts and automobile 


engine designers. This is Auto-Lite—the spark 
plug manufacturer making complete ignition sys- 
tems. Auto-Lite engineers have taken specialized 
know-how, intensive research and superior ma- 
terials and developed the first and only spark plug 
completely “‘ignition-engineered”’ to do the best 
job in overhead-valve engines. 


Turn the page 
and get 
the facts! » 








Day-after-day driving at traffic-jam pace demands a spark On the open road, higher speeds call for a spark plug cool 
plug hot enough to resist fouling —and that’s the new enough to prevent pre-ignition —that’s the new Auto-Lite 
Auto-Lite Resistor Spark Plug with Power Tip! Resistor Spark Plug with Power Tip! 


THE NEW AUTO-LITE RESISTOR SPARK PLUG 
with POWER TIP 


Brings Out Top Performance and Economy At All Speeds! 


The Power Tip gets to the heart of better combustion. 


In modern overhead-valve engines, you can’t win the battle 
of combustion from the ‘‘sidelines.’’ Projecting ceramic tip 

the Power Tip—extends spark gap inward toward center 
of combustion chamber. Ignition takes place closer to heart 
of fuel mixture. Fuel burns more evenly and completely. In 
many cases, fuel mixture can be made leaner for better 


economy with no sacrifice in power or performance. 
Ordinary Plug Tip 





Here’s what happens in the combustion cycle! 


A. At low speeds, you want it hot-to fight fouling. The 
Power Tip gets hot faster because it’s “‘in the thick”’ 
of combustion, not on the “‘sidelines.’”’ Even at low 
speeds, carbon and oil deposits burn away clean. 
Protruding tip gets full benefit of “‘scouring”’ action 
by hot, swirling gases on exhaust stroke. Longer 
fouling path from electrode to shell reduces short-outs. 


B. At high speeds, you want it coo!—to fight pre-ignition. The 
protruding ceramic tip gets full advantage of the 
cooling, refrigerating action of richer fuel mixture at 
wide-open throttle. Thus it cools more rapidly to 
cut down appreciably the danger of pre-ignition on 
the compression stroke. Keeps temperature down 
within safe limits for the next firing cycle. 


Engineering Research Chart Shows Performance of the 
NEW AUTO- LITE RESISTOR SPARK PLUG WITH POWER TIP 


20 100 110 120 13 


| _ 


CONVENTIONAL—NORMAL HEAT RANGE SPARK PLUG shows a definite tendency to foul when operated for extended periods 
in modern engines at town-traffic speeds. Also, pre-ignition may be encountered when full power is released on the open road. 


FOULING 





FOULING 


CONVENTIONAL—HOTTER HEAT RANGE SPARK FLUG reduces tendency to foul at slow-traffic driving speeds, but brings 
on early pre-ignition as speed is increased in highway driving. 
/ / 
| 
! 


SATISFACTORY OPERATION | 


AUTO-LITE RESISTOR SPARK PLUG WITH POWER | af extends peak performance in both directions. It reduces low-speed 
fouling to the equivalent of the hotter plug and ext th factory operating range beyond both conventional plugs. 


FOULING 





Engineering data used in above charts is based on level road conditions 


THE NEW AUTO-LITE RESISTOR SPARK PLUG WITH POWER TIP is the answer to both high-speed and low-speed driving 


Improves high-speed performance. The new Auto-Lite 
Resistor Spark Plug with Power Tip successfully 
attacks the three main causes of poor high-speed 


when heated to the higher temperatures resulting 
from faster driving—becomes a conductor, with 
resulting short-out between electrode and shell. 


performance. 3. The danger of pre-ignition at high speeds is 


reduced because the Power Tip keeps below critical 


1. Shorting is reduced because of the longer fouling pre-ignition temperatures. 


path between electrode and shell. 
improves performance at low speeds. With the Power Tip, 
the gap is closer to center of combustion chamber. 
Results: better idling; in many cases, improved low- 
speed fuel economy; positive ignition at all speeds. 


2. By operating ‘‘hot’’ at low speeds, the new plugs 
greatly reduce the amount of deposits which accu- 
mulate on the insulator tip. This type of deposit 


Overhead-valve power plants call for the New 
Auto-Lite Resistor Spark Plug with Power Tip 


There is just one plug that will operate with complete 
satisfaction at all speeds in most overhead-valve 
engines using 14 mm. spark plugs--the Auto-Lite 
Resistor Spark Plug with Power Tip. It’s right for 
overhead-valve engines already on the road, and those 
now being built in most ’56 cars. In a number of '56 
cars, use of any other plug can cause misfiring at 
high or low speeds, sacrifice fuel economy, create 
noisy radio interference. These new plugs are an 
absolute must in many cars, vastly superior in most 
cars with overhead-valve engines. 


















You'll Be Set Up To Handle Overhead-Valve 
Jobs With Sharply Reduced Inventory 


Overhead-valve engines are your volume business today. With the wider effective heat range of the new Auto-Lite Resistor Spark Plug with Power Tip, a minimum inveatory will cover applications for this type of engine. 








You get complete coverage of the 14 mm. IMPORTANT! 


spark plug replacement market with Original Equipment Application Makes 
the new AUTO-LITE Resistor Spark Plugs the AUTO-LITE Resistor 
with POWER TIP plus these additional Spark Plug with POWER TIP a Must 
Resistor and Standard Plugs This revolutionary spark plug is ignition-engi- 


neered to provide peak performance in overhead 
valve engines. It sets a completely new stand- 
ard of spark plug performance for today’s 
advanced-design engines. Auto-Lite Resistor 
Spark Plug with Power Tip is original equip- 
STANDARD: Ignition-engineered and standard ment for all 1956 Plymouths, Dodges, DeSotos, 
on many makes of cars, trucks and tractors. Chryslers and Imperial V-8’s. 


RESISTOR: Ignition-engineered for smoother 
operation, quick starts and double life. 


Put the new Auto-Lite Resistor Spark Plug with Power Tip into 


TRANSPORT: Ignition-engineered to provide your tune-ups. Your wholesaler has it now! 


rugged construction throughout —with 
heavy electrode especially suitable for 
severe bus and truck operation. 


SMALL ENGINE: Ignition-engineered with cut- YOU’RE ALWAYS RIGHT WITH 


off side electrode to aid starting, reduce TO LITE 











gap-bridging characteristics of outboard 
power mower and similar engines. 


Auto-Lite also offers a complete line of 
Marine and Industrial Engine Spark Plugs. 






INDIANA 





Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


417 Madison Ave., 
Indianapolis 4, Indiana 











1OWA 





TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
3923 €. 14th St., Des Moines, towa, Phone 62-1975 
Member National Oi! Equipment Jobber Association 











MISSOURI 





TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY 8, MO 
Phone HA-2335 
Member National Oil Equipment Jobber Association 











NEW JERSEY 





EQUIPMENT 
for the 
OIL INDUSTRY 


© 
Rebuilt 
PUMPS—METERS—REGISTERS 
* 
PARTS FOR MOST PUMPS 
. 
TEN HOEVE BROTHERS 
359 McLean Bivd., Paterson, 3, N. J. 











NEW YORK 





EDWARD JOY COMPANY 


905 Canal St., Syracuse, N. Y. 


STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe G Fittings, Brunner Air Com- 
pressor, Granberg Meters G Pumps, Phil- 
lips Lights, Adamson Oil Storage Tanks, 
ECO Tireflators, Ever-Tite Couplers, 
Rectorseal Pipe Dope, Tokheim G Bennett 
Farm Pumps 


VERN CLAPP 


(Big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 








RENICK & MAHONEY, INC. 


380 Second Avenue 
NEW YORK 16, N. Y. 
Service Station Equipment 
Bulk Plant—Truck Tank and 


Member of National Asseciatien 
Of Oil Equipment Jebbers 
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maker notes low original cost aud the 
small number of change parts needed 
to switch from one can size to another. 
Angelus Sanitary Can Machine Co., 
4900 Pacific Blvd., Los Angeles 58 
Calif. 

Circle no. 17 on coupon, p. 132 


Air pressure gage 

. . . gives a reading on pressure at 
the point of use. The dial gage is 
equipped with a hypodermic needle 
and guard, which permits tapping of 
the air hose at the tool. This gives 
an accurate reading of how much 
pressure a dealer is getting for a job 
regardless of original pressure or 
number of tools on the line. U. S. 
Gauge Div., American Machine and 
Metals, Inc., Sellersville, Pa. 


Circle no. 18 on coupon, p. 132 


Mechanical changer 


. operates on the same principles 
as Bishman’s_ electric-powered _ tire 
changer. An arm rotated by a hand 
lever removes and mounts the tire. A 
tongue at the end of the arm guides 
the bead over the rim, says the 
company, without touching the air 
seals (on tubeless tires), wheel 
weights or white sidewalls. Three 
models are available—with . double 
bead breaker, with floor-type bead 
breaker or without bead _ breaker. 
Prices start at $109.50. Bishman Mfg. 
Co., Osseo, Minn. 


Circle no. 19 on coupon, p. 132 


Vacuum cleaner 


. for service stations features a 
special brake to prevent dragging, 
tipping or bumping against cars being 
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RUTLEDGE EQUIPMENT CO. 
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Compressors 
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= new equipment 


cleaned. Also new is an accordion 
hose designed to go around corners. 
Choldun Manufacturing Corp., 
Equipment Div., 331 East St., New 
Haven, Conn. 

Circle No. 20 on coupon, p. 132 


glassed-in cabinet is lighted and 
features a moving turntable as an 
attention-getter. Enough room is 
furnished for windshield wipers, spark 
plugs, batteries and other TBA items, 
in addition to motor oil. A_ built-in 
drain shelf and container for empty oil 
P ° cans keeps them from cluttering the 
Island display unit island. ~ yim Pump Co., Salisbury, 
for oil and TBA _ matches Md. 


Wayne’s’ dispensing pumps. The Circle No. 21 on coupon, p. 132 




















BUYING OR USING 


@ You'll never go wrong dealing with 
experience. 


@ Now when it comes to making 
color sound motion pictures for the 
Petroleum or TBA industries we're 
about as experienced as anybody 
around. 


@ We're proud of the dozens of films 
we've made about your business... 
We're proud of the effective jobs 
they've done. 


@ You may find that good color mo- 
tion pictures can be produced by 
experienced people for less money 
than you think. 


i 





THE CALVIN Co. 


1105 TRUMAN ROAD 
KANSAS CITY 6. MISSOURI — HA. 1230 








Twin-service tank 


. . . carries liquefied petroleum gas, 
both in bulk and bottles, for LPG 
dealers who have customers of both 
types. The frame holds four bottles at 
each side of the 900-gal. tank. Plumb- 
ing, pump and all accessories are built 
as one unit, so the tank can be 
changed from one truck to another 
with a minimum of trouble. Master 
Tank & Welding Co., Dallas, Tex. 
Circle No. 22 on coupon, p. 132 


Faulty spark plugs 

. can be found rapidly with a 
simple, inexpensive detector, which 
also turns up defective wires or non- 
functioning cylinders. Testing is done 
by holding a 1-in. needle, on the end 
of a 3l-in. wire, against the spot to be 
tested. A grounding clamp is on the 
other end of the wire. Price is $1.25. 
H.C. Sweet Co., 12345 Telegraph Rd., 
Detroit 39, Mich. 

Circle No. 23 on coupon, p. 132 


Tank stick-gage 

has a recessed black-and-white 
face for easy reading by the station 
dealer, and is made of non-sparking 
aluminum. Numbers and lines are 
etched deeply in the face. The stick 
is hollow, plugged at both ends, and 
will not corrode from contact with oil 
products. Stock lengths are 8, 12, 14," 
16 and 19 ft., but special lengths are 
available. B&K Tank Gauge Corp., 
44 Lehigh Ave., Paterson, N.J. 

Circle No. 24 on coupon, p. 132 


Plant communication 


. at bulk plants and terminals can 
be speeded with a two-to-ten station 
interoffice telephone system. Push 
buttons buzz other telephone stations 
separately. Two-way loudspeakers in 
work areas tie in with the system, to 
make paging and instructions easier. 
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[he power unit plugs into any 110- 
volt outlet. Connecticut Telephone & 
Electric Corp., Meriden, Conn. 


Circle No. 25 on coupon, p. 132 








Tire de-skidder 

. cuts and grooves the tread of 
any size car, truck or bus tire for in- 
creased stopping ability. The machine 
will make a maximum of 11 cuts per 
inch as deep as %6 in. Maximum time 
required to treat a tire with 8,000 cuts 
is 342 minutes, the company says. 
John Bean Division, Lansing, Mich. 

Circle No. 26 on coupon, p. 132 


eMOKER, 


HOUSEKEEPING 


Micronic filter 


. has been developed for use with 
aviation gasoline or jet fuel in military 
refueling operations. The unit has 
military approval for use in refuelers, 
and now is in production. Several 
oil companies are running tests on 
the filter. Prices are about $18 for 
the micronic fuel-water separator and 
$5 for a silicon-treated filter. Purola- 
tor Products, Inc., Rahway, N. J. 

Circle No. 28 on coupon, p. 132 


These pumps were spe- 


Plastic floats 


. built with bulkheads between sec- 
tions—to hold up under rough usage 
—are designed to fit into oil storage 
liquid level control systems. Floats are 
made in various shapes and _ sizes. 
They are smoothed for close tolerance 
operations, and to prevent foreign 
matter from sticking to the surface. 
J. H. Shepherd Son & Co., 1820 East 
Ave., Elyria, Ohio. 


Circle No. 29 on coupon, p. 132 


cifically designed for installation on 


tank trucks. 


They provide economical 


installation and operation with their un- 
rivaled features of compact size, lightweight, 
and full-rated, smooth flow delivery at idling 


engine speeds. 


Maintenance time and expense is reduced to a minimum with these 
“sliding vane” “self-adjusting for wear,” 
and the heavy-duty anti-friction bearings. The wearing parts can be 


replaced easily and economically. 


rotary pumps which are 


Choose pumps for your trucks from the complete Blackmer line. 
Sizes available: 11/4,” thru 3”. 


Water-filled trays 


. make sure cigarettes don’t smolder 
around bulk plants and terminals. Can 
be used with stands or hung on the 
wall. Designed for installation at 
exits from “smoking permitted” areas, 
or at entrances to “no smoking” loca- 
tions around the plant. Standard In- 
dustrial Products Co., 116 S. Garfield 
Ave., Peoria, Ill. 


Circle No. 27 on coupon, p. 132 


liquid materials handling ® 


BLACKME 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK e ATLANTA « CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON e SAN FRANCISCO 


See Yellow pages for your local sales representative 
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Bedcovers 
for your 
Engines... 


M 
¥ 
Hotstart 


ENGINE PRE-HEATER 


KIM HOTSTART pre-heaters circu- 
late hot water through the en- 
gines when they are not in use; 
protect them against bitterest 
winter cold; keep them rarin’ to 
go at the touch of the starter. 
Here are other advantages: 
Saves warm-up time 
Reduces fuel consumption 
Eliminates necessity of 
heated terminals 


Prolongs battery life 

















There’s a KIM Hotstart to fit every gas or 
diesel engine. Let your automotive supplier 
show you how KIM Hotstart cuts the cost of 
winter damage. Or write for literature. 


‘KIM HOTSTART MANUFACTURING CO. 


West 917 Broadway, Seokane 1, Washington 
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DISPENSES OIL — 


5 QUARTS in 15 SECONDS 


No rotary pump 
=== No crank 


Ls No drip 


No rewind 





Lower operating costs 

Lower maintenance costs 

Bigger oil sales with 

AIR-BOY AUTOMATIC DISPENSER 







Four models of Air-Boy dispensers—1, 3, 4 or 6 spigots—holding 60 
gallons per spigot, give fast clean service from the same space your old 
oil highboy now occupies. Handsomely enameled, chrome finished. Oil 
products are dispensed faster, neater and easier. "Over 9,000 in use by 
major oil companies. 














Selected territories open 


Please send me information on the Air-Boy 
A | ~ - a 8) Y Automatic Dispenser. 


Manufacturing Company 








Name 





265 Tehama St. 


San Francisco 3, Street 
California 


Company . eee ee eee 








City State . 
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Step-down tank 
for tractor-trailer rigs hauling 
liquefied petroleum gas is designed to 
up capacity while providing a lowe 
center of gravity and cutting wind 
resistance. It is fabricated of light- 
weight alloys to minimize dead weight 
and increase payload. The unit is 
built in a variety of sizes and capaci- 
ties to meet maximum load require- 
ment for the state in which it will 
operate. Master Tank & Welding Co., 
Dallas, Texas. 
Circle no. 30 on coupon, p. 132 









Air-powered vacuum 


. . operates from the service station's 
regular compressed-air supply. No 
moving parts—no maintenance prob- 
lem. The maker says it develops more 
than twice the suction of a 1-hp elec- 
tric unit. Construction is of steel, 
capacity is 20 gal. and it is suited for 
wet or dry pick-up. It uses 25 cu. ft. 
of air per minute. American Balmes 
Corp., 859 Summer Ave., Newark 4, 
NG: 


Circle no. 31 on coupon, p. 132 


Western truckers 


. are the target of Mack’s new 
Great Western series. Mack’s 25 new 
models are designed to meet the 
weight, capacity and performance 
requirements of western trucking. 
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Four and six-wheel models are 
included in the series, with a choice of 
gasoline or diesel engines and a variety 
of multi-speed transmissions. Mack 
Trucks, Inc., 350 Fifth Ave., New 
York’ TN: ¥. 


Circle no. 32 on coupon, p. 132 





Self-adjusting filter 


... cleans oil, moisture and other con- 
taminants from service station air 
lines. Constructed of aluminum, it 
weighs only 12 oz. and is designed for 
“point-of-use” application—it can be 
attached to air tools or to the tire 
service line. The maker says it eli- 
minates 98% of foreign substances 
from compressed air. Operating range 
is 60 to 250 psi. Price is $16.50 f.o.b. 
factory. Emco Pneumatic Corp., 1317- 
1319 Locust St., Des Moines, lowa. 


Circle no. 33 on coupon, p. 132 


Truck hose reels 


. rewind by compressed air with a 
new Hannay system. The device, avail- 
able with any of the company’s hose 
reels, operates with a “one-finger” 
switch. Control lever can be located 
anywhere for the convenience of the 
truck operator. Features are ease of 
installation and maintenance and sim- 
ple air piping arrangement. Clifford B. 
Hannay & Son, Inc., 903 Main St., 
Waterloo, N.Y. 


Circle no. 34 on coupon, p. 132 











——PERSONALS 


T. E. Alwyn has moved from a vice 
presidency in the executive depart- 
ment to vice president in charge of 
operations for American Can Co.’s 
Atlantic division. Alwyn started with 
Canco 31 years ago as a sales trainee 
in Philadelphia and later became sales 
manager for that district. He was 


FEINVLEUN 





INE WoO 


transferred to New York, moving up 
through the sales organization to vice 
president in charge of sales in 1951. 
He moved to executive two years later. 


R. R. Malik, former executive vice 
president, now is president of Sun 
Electric Corp. of Chicago. O. L. 
Rhoades, founder and former presi- 
dent, has moved to chairman of the 
board. Malik joined Sun Electric in 
1948. He was appointed executive 
vice president and elected to the board 
of directors in 1950. Sun makes bat- 
tery chargers and other automotive 
test equipment. 


Fig. 189-F 


acts 


Wilfred A: Smith manages new 
products sales for the B. F. Goodrich 
Industrial Products Division, Akron, 
Ohio. A native of Akron, Smith joined 
Goodrich in 1924. He came up 
through both engineering and sales de- 
partments. His last position was man- 
ager of molded and extruded products 


for Industrial Products Division, 
which he had held since 1950. 
oo 


A. Douglas Murphy of Esso Stand- 
ard Oil Co., New York, has been 
elected vice president and treasurer of 
Packaging Institute. The Institute also 
named him for another term on the 
board of directors. 


Fig. 189-G 





ness after the nozzles are closed. 


problem. 





the Morrison fuel oil hose nozzles. 


Morrison fuel oil hose nozzles are noted for their speed of 
delivery and sure tight closing action. 


Light, convenient, and easy to manipulate, these Morrison 
self-closing nozzles are popular with fuel oil delivery men. 
The drivers like the smooth action and the clean cut tight- 


A variety of these nozzles is made to meet every delivery 


Fuel oil deliveries are made simpler, safer, and faster with 


Fig. 224 








MORRISON BROS. COM PANY 
OIL EQUIPMENT HEADQUARTERS 


DUBUQUE, 
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The South 





Jobber Lending Fund in Sight 


SOUTHERN JOBBERS are studying the 
feasibility of organizing a lending 
fund to be used for long-term loans. 

Here are some of the considera- 
tions: 

e Money for the fund would be 
subscribed by members. Thus the 
corporation, capitalized by the job- 
bers, would be owned by them. 

e Stock purchases would be limited 
so that no jobber would have control. 

e Loans would be granted at 
44% % instead of the customary 5%. 

e The fund would be directed by 
an established investment man rather 
than an oil industry man without a 
financial background. 

e The maximum loan would be a 
management decision. 

e Jobbers who don’t need loans 
should participate. The tenor of the 
discussion indicated that they favored 
a money-making, self-carrying organ- 
ization rather than a mutual organi- 
zation. 

e Each loan would have to be 
made by the corporation in such a 
form that it could be re-sold later. 

e It would be incorporated as a 
plain corporation rather than as a 
banking corporation. 

e The money would be placed in 
insurance companies. 

The idea was discussed in detail 
at the tri-state meeting of the Ala- 
bama, Mississippi and Tennessee job- 
ber associations at Biloxi, Miss. It 
was left that each association would 
study the unique proposition to de- 
termine whether they want to under- 
take such a project either separately 
or jointly with other Southern associ- 
ations. 

Tennessee, which first talked about 
a mortgage loan fund at its spring 
meeting, expressed the strongest in- 
terest in creating a fund. 

A $500,000 fund was discussed as 
a possibility, though no final figure 
was accepted. Assuming that the 
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By William Kearns 


three state associations have 300 
members willing to participate, the 
stock would cost each member a 
little more than $1,500 a share. If 
that amount were placed in a single 
insurance company, it would guaran- 
tee up to $10 million in loans. If it 
were split in five parts of $100,000 
each, the total would guarantee only 
$6 million worth of loans. The 
amount of the fund would require a 
careful study project so that it didn’t 
gather dust. 


The Southwest 





Object of the fund would be to 
enable the jobbers “to operate like 
major oil companies.” A jobber 
handicap is the difficulty in obtaining 
long-term loans even though short- 
termers are easy. To finance a new 
service station or a bulk plant expan- 
sion, a jobber needs a long-term loan 
—15 years as an ideal maximum. 

The fund is not regarded as com- 
petitive to banks because the latter 
seldom want long-term mortgages on 
jobberships, the jobbers observed. 

Weaknesses are: (1) since it’s avail- 
able to all members, it might be diffi- 
cult to say “no” to a poor risk. (2) A 
really good man would be needed to 
run it. 

The discussion was led by L. M. 
Clymer, representative of Equitable 
Securities Corp., large Nashville, 
Tenn., investment house. Clymer 
served as a conference leader and not 
as an advocate. 

Gilbert Dickey, the former president 
of the Tennessee Oil Men’s Assn., is 
enthusiastic over the fund’s possibili- 
ties. He said he visualizes it ultimately 
as a combined force of seven or eight 
southern associations. 

“Tennessee will buy shares of $5,000 
each,” declares Dickey. “We have 
enough nucleus to get it off the 
ground.” 

Clymer, commenting on the diffi- 
culty of launching such a_ project, 
states, “The vote of confidence is 
when you are asked to put up the 
money. That is the difference be- 
tween reality and conversation.” 


Blow-by-Blow Consumer Policy 


It’s simple to hold your own in the 


commercial account field, says a 
jobber in Texas. To defeat consumer 
price-cutting and account “stealing,” 
all you do is follow four rules: 

Beat your supplier over the head 
until he cuts his price to you (not to 
your customers). 

Keep in constant personal contact 
with your customers. 

Provide your customers with top 
service at all times. 

Have a firm—but flexible—credit 
policy. That first point might be a 
little difficult to carry out at times. 
And without it, this jobber is the first 
to admit, his other points don’t carry 
much weight. 

But once your volume of commer- 
cial business has reached the point 
this jobber’s has, it isn’t so hard to 
make a supplier talk your terms. 


By Marvin Reid 


The jobber is one of the few still 
around who restrict all selling efforts 
to the commercial field. Operating in 
one of the big metropolitan centers of 
Texas, he peddles about 400,000 gal. 
of gasoline each month to commercial 
customers. He doesn’t sell a drop to 
retail accounts. 

It isn’t that he has anything in 
particular against retail customers. 
But back in the depression days of 
1930, when he came out of the East 
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Texas oil fields without a job, he had 
to “create” one. He looked at the 
gasoline-selling business, and decided 
it might be the field for him. 

Without money to invest, he 
couldn’t see much chance of building 
or leasing service stations. But he 
found there were several small in- 
dustries interested in buying gasoline 
from the cheapest seller, with quality 
of product not especially important. 

He got a few of these commercial 
customers together on what he recalls 
as “a sort of co-operative basis,” and 
began hauling cheap East Texas gas- 
oline to them for 1¢ gal. handling 
and freight charges. He has been a 
commercial account seller ever since. 

Over the 25 years he has been in 
business, he has built many strong 
friendships among his customers. He 
has done this by following his second 
rule: close personal contact. 

Not a week goes by, even today, 
without a call on each and every 
customer by one of the company’s two 
salesmen—the jobber and his son. 

His third point—top service at all 
times—might seem trite in a day when 
major company and jobber salesmen 
are willing to do almost anything to 
get or keep accounts. 

But back during World War II, 
there were gasoline shortages, Cus- 
tomers were often put on quotas. In 
those days this jobber bought here and 
there, and managed to keep his 
accounts supplied. Some of them have 
never forgotten that. 

“We've found most commercial 
accounts expect more service out of 
an Independent than they do from a 
major,” he says. “Since they expect it, 
we see that they get it. We keep them 





The Midwest 





supplied and guarantee they'll never 
run out. We advise them of holidays 
when refineries and bulk plants might 
be closed. We do everything for them 
except sign the check they pay us 
with. 

As for credit, he says he has a “firm 
policy” that accounts have to pay on 
time. But with a customer he knows 
and has known for a number of years, 
this policy isn’t always so firm. As he 
puts it, “I’m flexible on credit when 
I know the risk is good.” 

These points have kept this jobber 
in business through some rough com- 
petition during the past few months. 
But, as he points out, his operating 
policies aren’t so hot unless he can 
meet the prices of his competitors. 

“Friendship,” he says, “goes just so 
far in the commercial account field. 
You’ve got to have the price to go 
along with it. 

When you have 400,000 gal. of 
commercial account business sewed 
up, he finds, suppliers can be “ad- 
justable” in the prices they charge 
for products. 

This particular jobber (he doesn’t 
want his name used because, as he 
puts it, “some jobbers might think I’m 
bragging’) won’t say just what kind 
of a price arrangement he now has 
with a major supplier. But he does 
say: 

“We have a sort of gentlemen’s 
agreement. When the price drops, they 
protect me. I can’t go out looking for 
new business by cutting prices, myself. 
But they give me price protection to 
hold the accounts I already have. In 
return, I leave what accounts they 
have alone, and they don’t bother 
mine.” 


Deep Rock Starts Sales Push 


Deep Rock Oil Co.—backed by the 
largest advertising and merchandising 
budget in its “modern” history— 
launches a new sales promotion cam- 
paign this month. The drive is de- 
signed to “personalize” its jobbers and 
dealers, and to build up the Deep 
Rock trademark with the motoring 
public. 

Since Deep Rock was acquired last 
spring by Kerr-McGee Oil Industries, 
Inc., one of the Southwest’s leading 
Independent producers (NPN, June, 
1955, p. 57), the new company has 
been moving carefully in planning its 
future activities. 

Kerr-McGee executives and special- 
ists in the marketing subsidiary have 


By Leonard Castle 





been analyzing Deep Rock’s market- 
ing potential, and determining what 
course would increase the company’s 
influence in the Midwest market. 
The first result of that study will be 
a coordinated advertising program 
with the theme, “The Stop That Keeps 
You Going.” It is scheduled for in- 
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sertion in newspapers, farm magazines, 
television, radio and billboards. 

Although Deep Rock declines to 
reveal the amount of its new budget, 
officials said it was the largest since 
the old Deep Rock Oil Corp. emerged 
from receivership in 1941. 

Deep Rock’s spurred-up marketing 
activity is sure to intensify Midwest 
marketing competition, already height- 
ened by the recent expansion moves of 
such newly revitalized companies as 
DX Sunray, Champlin and Frontier. 
(See NPN, Dec., 1955, p. 125). 

Tied in with Deep Rock’s new sales 
promotion campaign is a program to 
increase the number of retail outlets 
and to acquire additional jobbers. In 
recent weeks, Deep Rock purchased 
nine Independent service stations in 
the Oklahoma City area, and made 
plans to build two “new look” super- 
service stations. 

A large part of the new advertising 
budget will be devoted to “personaliz- 
ing” Deep Rock jobbers and dealers 
on television commercials in their 
local marketing areas. 

Deep Rock, which converted to 
complete jobber distribution several 
years ago, still feels strongly that the 
individual jobber is the key to its mar- 
keting success. 

Five camera crews are ranging 
through Deep Rock’s marketing ter- 
ritory shooting footage of Deep Rock 
jobbers in their offices, their homes, 
their bulk plants and at service sta- 
tions. Scenes of the jobber performing 
various activities will be tied in with 
TV commercials. 

Another phase of Deep Rock’s ex- 
panded marketing program is the in- 
troduction for the first time of a full- 
scale credit card program. Previously. 
the company held to a “contained” 
credit card system. It issued cards only 
when absolutely necessary. 

Under the new program, credit card 
applications sent in by jobbers are in- 
vestigated—at no cost to the jobber— 
by Deep Rock’s credit department. If. 
the applicant’s credit rating is satis- 
factory, the card is issued immediately 
and Deep Rock handles the future 
processing of credit card charges. 

Deep Rock will continue its policy 
of accevting credit cards of all com- 
panies. Under this “universal” system. 
Deep Rock handles all the details of 
mailing out statements and making 
collections, and charges the jobber a 
6% service fee. 

The company intends to continue 
erecting company-operated _ service 
stations in “void” areas not served by 
iobbers. If a jobber is acauired in one 
of the void areas, he will supply the 
company station. 
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The West 


Pigeonholing Gasoline Buyers 


A PLAN that would base independent 
Los Angeles gasoline prices on “func- 
tional classification” of buyers has been 
advanced by Dan Lundberg, executive 
secretary of the California Petroleum 
Marketers Council. 

The pricing schedule suggested by 
Lundberg would recognize four differ- 
ent classifications of buyers of inde- 
pendently refined gasoline in Los An- 
geles: inter-refinery buyers; export 
brokers; distributors; and truck and 
trailer load buyers. 

“If there is to be fair competition in 
gasoline retailing, these natural classi- 
fications of customers must be recog- 
nized”, Lundberg said. “Under the 
present chaotic conditions in the mar- 
ket, there are almost as many classifi- 
cations as there are customers.” 

Lundberg maintains that the distri- 
butor in the Los Angeles Basin is now 
suffering from vicious and unfair com- 
petition due to pricing practices. “We 
are not trying to protect the inefficient 
or unnecessary operator,” Lundberg 


By Richard R. Elwell 





says, “but we know the distributor is a 
great force for stability in the gasoline 
market.” 

“The distributor has an investment in 
the industry,” he continues. “He main- 
tains retail outlets and provides the 
supplier with a marketing program for 
a branded product, supporting its qual- 
ity and furthering its acceptance. This 
very important function is being un- 
dermined by the fact that the distri- 
butor must compete with the truck 
and trailer broker, whose investment 
is only in his office or transport.” 

“The evil amounts to this: the truck 
and trailer broker performs the func- 
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LOOKING FOR A 
DISTRIBUTOR IN THE 
MIDDLE EAST? 


Thinking of expansion abroad, 
aren’t you? Well, 


| ARABIAN PETROLEUM 
| & AGENCIES CORPORATION, 


| having been established in marketing | 
| major petroleum products, is now __ 


| ——C SPIFFY ) 
STEEL FORM 


Tires of heavy trucks won't chip and scar island edges. This 
form is constructed so that concrete fill settles around 
welded to inside making it impossible for form to lose shape. 
A one-inch steel tube runnin 
of rubber hose used as a driveway alarm signal. This removes 
hazard caused by draping hose over pump island. 


interested in the distribution of: 


LUBRICANTS, GREASES, ASPHALT, 
TBA & SERVICE STATION EQUIPMENT 


You need only write us | 


ARABIAN PETROLEUM 
& AGENCIES CORPORATION 


DAMASCUS, SYRIA 





PUMP 
ISLAND 


STOP 


yeu 


PROTECT the 


TIRE SCUFFING 
with the rolled-top edge 


Ra ee cal 


tion of merely transporting the refiner’s 
product at the low ball price to any 
and all brands; thus, the refiner, in 
effect, has undercut his own distributor 
on the resale level, unfairly ignoring 
the distributor’s capital outlay.” 

Lundberg estimates that the true 
distributor’s expenses are 1.2¢ to 1.5¢ 
per gallon greater than the truck and 
trailer broker’s. This is due to main- 
tenance costs and the operation of 
distribution facilities, plus retail out- 
lets and amortization of investment in 
the retail field. 

One of the first moves in preparing 
a program for the CPMC to adopt 
will be a consulation with the Depart- 
ment of Justice, Lundberg says. The 
question at issue is whether or not the 
Department would prosecute, as an 
illegal activity, association efforts to 
have refiners adopt “functional classi- 
fications.” 


Ogle Declines To Run 

Adrian Ogle, first vice president of 
the National Congress of Petroleum 
Retailers for the last two years, is 
taking his hat out of two associational 
rings. At a directors’ meeting last fall 
he successively declined nominations 





















Newberry Equipment Co., Inc. 
P. O. BOX 293, MEMPHIS, TENN. 
| EQUIPMENT JOBBERS WRITE FOR PROPOSITION 


through the island form takes care 
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for president, vice president and di- 
rector of NCPR, because of disagree- 
ments over the group’s legislative pro- 
gram. He also has declined the job of 
executive secretary of the California 
Gasoline Retailers Association, which 
he had tentatively accepted. 

Ogle says he opposes NCPR’s posi- 
tion on the Roosevelt Bill (NPN, Nov. 
°55, p. 30), its recommendation for a 
fair trade conference with the Federal 
Trade Commission, and its general di- 
vorcement program. 


The Rockies 





By Frank Pitman 


Frontier Lifts Lights 


FRONTIER REFINING Co. is increasing 
its advertising budget by 37% in 1956. 
The expansion coincides with Fron- 
tier’s introduction of higher-octane 
gasoline from the new platformer and 
unifiner at its Cheyenne, Wyo., refin- 
ery. 

During the last six months of 1955, 
the company held advertising to a 
minimum. It was conserving funds for 

big push behind its new product. 

Much promotional emphasis will be 
directed toward night-time sales. No 
changes will be made in the basic 
symbols that Frontier has used for 
15 years, but a new pole mast has 
been adopted as an attention-getter. 

The mast will be brightly illuminated 
at night with fluorescent lights. The 
circular mast, six feet in diameter, 
is supported by four-inch posts rising 
from the ground in a V. Two chevron 
irons across the V give a modern 
flair. The lower part of the mast is 
red, with the words “Frontier” and 
“Rarin’ to Go”, the company motto, 
in white. The top of the sign is a 
black-on-white silhouette of the Fron- 
tier symbol—a rider on a_ bucking 
horse. 

Frontier will use three media for 
its advertising rs, 
radio, and billboards. More than 5,000 
one-minute spot announcements on 
some 90 radio stations are scheduled. 
An average of four advertisements are 
planned for some 93 newspapers. They 
will all be 1,000-line ads. 
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Check All of These 
Plus Features! 


V 80 quart cons capacity, protected from 
snow and rain. Eliminates chance of 
moisture in oil. 

V Cans stored in dual rows on shelves 
insure visibility of Brand name at all 
times, even if front row is sold. 

Vo No need to carry cover doors in and 
out daily. They lock securely to sides 
when Oil-Bar is in use. 

V Large doors supply ample ‘space for 
Brand Decals or advertising. Visible 
on either side when customer is being 
serviced 










































V Five cans drained vertically simultane- 
ously, insuring complete drainage of 
a busy station. Empty can receptacle 
holds approximately 50 cans 

V Truly the onswer to your conned oil 

dispensing problem 






















F.O.B Cincinnati $79 50 
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Merchandise your 
advertising 
Conduct surveys 
@ Get inquiries 
and leads for ot 
your salesmen 


geographical or 
functional groups 





Direct Mail is a necessary 
supplement to a well rounded 
Business Poper advertising 
program. 

Most progressive companies 
allocate a portion of their ad 
budgets to this second medium 
the same time as they 
concentrate on the best busi- 
ness publications. 

600,000 of the top buying in- 
fluences in the fields covered 


@ Sell Direct by the McGraw-Hill publica- 

@ Build up tions make up ovr 150 mailing 

weak territories lists. Pick Your prospects out 

auntie MAE @ Aid Dealer of our Industrial Direct Mail 
relations catalogue. 


Write for your free copy of our Industrial 


lete information. 
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\ { In handling petroleum products, you can’t be too 
\ ~~ careful. Less than 2 parts of gasoline vapor in 100 
A» parts of air, for example, is highly explosive. A tiny 
vr ef spark or arc from a switch or other electrical con- 
7 it / : nection and WHAM! 


/ | The National Electrical Code has defined certain areas 

f | around bulk storage plants as hazardous locations . . . places 
where the use of explosion-proof electrical apparatus and 
wiring is mandatory for safe performance. 


Crouse-Hinds has prepared an 82-page booklet which con- 
tains the new Articles 500 and 510 of the NEC (revised 1953) 
— explosive characteristics of various vapors, gases and dusts 
used in business and industry — pictures and _ installation 
diagrams of Crouse-Hinds’ explosion-proof Condulets and 

' electrical equipment for hazardous locations. 





A free copy of this valuable reference is yours for 









Fe } 
ZEXPLOSION- 


% PROOF N the asking . .. merely mail the coupon. Crouse-Hinds 
| Za wes, Company, Syracuse 1, N. Y. Sales offices in principal 
| ELECTRICAL industrial centers. 


EQUIPMENT 





Crouse-Hinds Company 
Dept. NPN1, Syracuse 1, N. Y. 


Please send free booklet on electrical equipment for 
hazardous locations (Bull. 2655). 


Pe 
Tie... 
Firm Name 
Address...... 
Ni a State sees 





— regions 


The East 





By Cornelius Brodersen 


Price Wars Ending? 

Gasoline price wars in a_ four- 
county area surrounding Boston are 
about to fade into marketing history, 
according to the Retail Gasoline 
Dealers Assn. of Massachusetts. 

The Association says about 4,400 
dealers in the area will soon adopt a 
selling-cost margin of 5.9¢ per gal. 
They're just waiting for “several 
hundred more” dealer votes favoring 
the state’s below-cost sales act. 

The price margin was set up after 
a survey of operating costs of all li- 
censed motor fuel outlets in Suffolk, 
Middlesex, Essex and Norfolk coun- 
ties. The margin will be added to the 
tank wagon price paid by branded 
dealers and to the wholesale price paid 
by unbranded stations. With taxes 
added, the total then becomes the 
dealer’s posted price. The differential 
between branded and unbranded fuel 
prices is expected to be 2¢ per gal. 

Frederick H. Moore, executive sec- 
retary of RGDAM, says the law will 
be “policed” by the Director of Motor 
Fuels Department and enforced by 
district attorneys in each of the four 
counties. They will act on a complaint 
from any dealer that another retailer 
is selling below cost—that is, below 
the 5.9¢ selling-cost margin. Violators 
are subject to a $1,000 fine. 

For the dealer group, the start of 
marketing under the act will mark the 
end of the third phase of its fight “to 
end gasoline price wars, unfair price 
discrimination, unfair competition and 
destructive trade practices.” 

Phase One ended June 6, 1950, 
when the act was signed by the gov- 
ernor after a fight in the state leg- 
islature. At that time, Moore says, 
major oil companies strongly opposed 
the act. 

Phase Two ended in 1953 when 
RGDAM, after months of work, ad- 
mitted it could not get a five-county 
cost survey going. Moore charges that 
the big oil companies again worked 
against him and his group. 

Phase Three began last January 
when RGDAM, lowered its sights and 
began a four-county cost survey. This 
time, Moore says, the majors main- 
tained a “hands-off” attitude. ® 
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Arkansas Independents 





Jobbers Call for State Aid 


The Arkansas Independent Oil Mar- 
keters Assn. wants help from the 
state’s lawmakers. 

The jobbers want retail and whole- 
sale price wars stopped. After months 
of getting nowhere with “industry 
statemanship” methods, they have de- 
cided to toss the ball to the courts and 
legislators. 

In one case now pending in the 
courts, the association asks a restrain- 
ing order to keep Lion Oil Co. “from 
selling and offering for sale gasoline 
in the Ft. Smith area at a price below 
the cost price of such gasoline to the 
Lion Oil Co. for the purpose of in- 
juring competitors and destroying 
competition.” 

The association also has a bill pend- 
ing in the state legislature (which won’t 
convene again now until 1957). If that 
bill is passed in its present form, it 
could outlaw both retail and wholesale 
price wars. 

High Hurdle—In the suit against 
Lion Oil Co., the Arkansas jobbers 
ran into a nice little legal roadblock. 

The association filed its suit in Se- 
bastian Chancery Court in Ft. Smith, 
and had a summons served on Lion’s 
Ft. Smith commission agent, J. Aubrey 
Yates. 

But Lion filed a motion to quash the 
service of the summons, on _ the 
grounds that Yates was not an em- 
ployee, servant or agent of the com- 
pany. 

The court upheld Lion’s motion, so 
the association went to the state Su- 
preme Court, which reversed the 
lower court’s decision unanimously. In 
effect, the high court ruled that Yates 
is a direct agent of Lion, which means 
the jobbers were within their legal 
rights in serving him with a summons. 

Price War Stopper?—The bill the 
association wants to see enacted would 
make it unlawful for a supplier to dis- 
criminate in the tank wagon price on 
sales to retailers and consumers any- 
where in the state (except for making 
allowances for actual costs of trans- 
portation and to meet competition). 

What that boils down to is this: if 
a supplier (either jobber or manufac- 
turer) cut tank wagon prices to sta- 
tions or consumers in one city, he 
would have to do the same thing in its 
marketing all over the state. 

If a jobber had only one station and 
set a price below others in a particular 
city, then his competitors would be 


free to meet it. But one with a number 
of stations and consumer accounts 
would have to sell to all at the same 
price. 

As penalty for violations, the asso- 
ciation asks that violators be fined 
not less than $250 nor more than 
$1,000, or serve six months in jail, or 
both, for each violation. 

The Arkansas group’s chances of 


National Oil Marketers 





v ASSOCIATIONS 





getting such a bill passed are hard to 
tell at this stage. Jobbers don’t seem 
especially eager to push it, provided 
retail and commercial price troubles 
clear up in the meantime. 

Right now, between the restraining 
suit pending against Lion and talk 
about the legislative bill, retail price 
wars are few and far between in the 
state. 

Jobbers say this is not true in the 
case of commercial account price 
wars. Competition for this business is 
still just as keen as ever. a 


Shaking Sticks at the Majors 


Marketing men stood on traditional 
ground at the Chicago meeting of the 
National Oil Marketers Assn. last No- 
vember. They came out of their an- 
nual huddle asking for: 

e Dissolution of the Interstate Oil 
Compact 

e Repeal of the Connally Hot Oil 
Act 

e An end to all state pro-ration 
laws 

e Termination of Bureau of Mines 
market forecasts 

These proposed changes would 
mean that oil-producing states could 
no longer use the Bureau of Mines 
market estimate as a yardstick for 
regulating crude output. They could 
not join other oil states to set regula- 
tory policies. The Connally Act would 
become meaningless without state pro- 
ration laws. The total effect would be 
to leave crude production totally free 
of all restraint. 

In further attacks on major oil com- 
panies, NOMA asked for divorcement 
of oil marketing; an end of the 27/2 % 
depletion allowance; an inquiry into 
commercial account price practices; 
and a speedy trial of the government 
oil cartel suit. In general NOMA con- 
demned what it calls “the abuses and 
evil practices of the major oil monop- 
oly towards the oil jobber.” 

In addition the group asked Con- 
gress to revoke tax exemptions now 
enjoyed by co-operatives; to set the 
corporation surtax exemption at 
$100,000; and to drop the Federal 
gasoline tax. NOMA wants State 
Highway Depts. to build only non-toll 
roads, and favors adequate state gaso- 
line taxes guaranteed against diversion. 

NOMA approves in principle H.R. 
7771, shifting the collection of the 
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Federal gasoline tax to the jobber; and 
H.R. 2414, the Keogh bill, to refund 
the Federal tax in case of loss by fire, 
flood, etc. 

Officers of NOMA are: president: 
Harry Waller, Arrow Oil Co., Balti- 
more; vice president: Jack Coughlin, 
Westland Oil Co., Minot, N.D.; Fred 
Wm. Herlihy, Jr., Power Oil Co., 
Orangeburg, S.C.; treasurer: Irving H. 
Weil; assistant treasurer: Lou Agnes 
Swain, both of Weil brothers, Fred- 
erick, Md.; general counsel: Paul E. 
Hadlicke, Washington, D. C. 


\VLGI 
New 1956 Officers 
National Lubricating Grease In- 


stitute has elected W. M. Murray its 
1956 president. J. W. Lane will be 
vice-president and A. J. Daniel treas- 
urer. 

Murray is vice-president of Deep 
Rock Oil Co., Oklahoma City, and is a 
veteran of 34 years in the industry. 
He supervises foreign and domestic 
bulk sales of refined products, lubri- 
cating oils, waxes, napthas, fuels and 
specialties. 

Lane is manager of Socony Mobil 
Oil’s automotive division lubricating 
department. Daniel is president of Bat- 
tenfeld Grease and Oil Corp., Kansas 
City, Missouri. 

Directors elected are: D. P. Clark, 
Gulf Oil Corp.; R. Cubicciotti, L. 
Sonneborn Sons, Inc.; H. P. Ferguson, 
Standard Oil Co. (Ohio); H. L. 
Hemmingway, Pure Oil Co.; F. R. 
Hart, Standard Oil Co. of California; 
C. L. Johnson, Jesco Lubricants Co.; 
George Landis, Atlantic Refining Co.; 
and H. A. Mayor, Jr., Southwest 
Grease and Oil Co. 
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Fuel Oil Markets in Two-Way Squeeze 


BY FRANK HOLMAN 
NPN Market Edito 


IGHT AND HEAVY fuel markets 
| east of the Rockies were lam- 
basted two ways last month. Cold 
weather lopped off a big chunk of the 
nation’s primary inventories of kero- 
sine and distillate fuels. And trans- 
portation cut a few capers of its own 
with supplies. 

The East Coast finally saw the end 
of “summer prices” for light fuels 
(Nos. 4 and 5 were also advanced) 
late in November, when Esso Stand- 
ard Oil Co. and others removed their 
0.5¢ special discounts. But it wasn’t 
long after that when rising charter 
rates for clean tankers threw a kink 
into spot East Coast/Gulf trading. 

Cost of moving a gallon of clean 
product from the Gulf to East Coast 
rose from 0.7¢ in mid-September to 
a little more than 2¢ a gal. by early 
December. Rates for clean single 
voyages jumped from USMC minus 
22%% ($2.21 per ton) to USMC 
plus 135% ($6.70 per ton), represent- 
ing virtually a 300% rise in trans- 
portation cost for light fuels. 

The Midwest, meanwhile, was hav- 
ing its own problems with transporta- 
tion. Barging was hard hit when Mis- 
sissippi River water dropped to levels 
that forced some tours to tie up along 
the bank, to wait for more water or 
empty barges so loads could be 
lightered. 

The heavy pull on product, mean- 
while, found both the Chicago (Frank- 
lin Park) terminal of the Great Lakes 
Pipe Line system and the new Badger 
Line terminal at Madison, Wis., short 
of product. Transports were put into 
service carrying product to Madison 
from Chicago terminals and refineries. 
Normally, only about 5% of the total 
product movement from the Gulf to 
the East Coast is in tankers chartered 
for single voyages. But the jump in 
rates brought open market trading in 
cargo lots virtually to a_ standstill. 
With up-river shipments meeting 
serious delays and spot buying for 
coastwise movement halted, reports 
revealed light fuels and some grades 
of gasoline were finding their way into 
the Gulf market at “off prices.” 

While discounts began showing up 
at the Gulf, the same products being 
discounted there were held in other 
markets more closely than ever, as 
“place differentials” came to mean 
more cash to those with product in 
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storage near point of consumption. 
At Chicago, in fact, one heavy fuel 
marketer said it meant the difference 
between whether a company was, or 
was not, in business. 

In spite of an “old-fashioned” 
winter, gasoline continued to be a 
good item in most areas. In 15 Mid- 
west states of so-called Standard of 
Indiana territory, jobbers were en- 
couraged, as far as commercial trans- 
port accounts were concerned, when 
Indiana Standard announced a new 
policy of not selling below jobber cost 
(see page 32). 

Contract prices for LP-gas were up 
0.5¢ in most markets. Group 3 prices 
went to 4¢ on contracts, but spot 
prices went as high as 5¢ because of 
a shortage of pressure cars. Cold 
weather had customers ordering heav- 
ily and then holding cars on sidings 
longer than usual. 

Pennsylvania grade crude oil prices 
advanced 10¢ bbl., effective Dec. 1. 
Joseph Seep Purchasing Agency of 
South Penn Oil Co., which advanced 
prices a month earlier by 14¢, said 
higher prices were justified by con- 
tinued increase in demand for crude. 


DISTRICTS 
Atlantic Coast 


Soaring tanker rates from the Gulf 
caused suppliers to tighten their grip 
on light and heavy fuels and in some 
cases customers were limited to con- 
tract allotments. Skyrocketing trans- 
portation costs caused a few economic 
kinks for some. There was a case re- 
ported of a supplier buying spot barge 
lots of No. 2 fuel at 10.05¢, New 
York, and filling customers’ contract- 





requirements at a lower figure—for 
an out-of-pocket loss. 
Another supplier at New York 


bought in the local market to cover 
contract commitments. Then he sub- 
let tankers he had under charter for 
single voyages to make up his product 
losses. But his contract oil backed up 
at the Gulf. 


Gulf Coast 


With transportation difficult to ob- 
tain, both gasoline and light fuel oils 
became available in the open market. 

Easiness in gasoline was difficult to 
define, since both buyers and sellers 
were reluctant to commit themselves 
on an “off-season” product with the 
transportation situation in such a 
turmoil. 


Indicative of the effect the river 
transportation situation had on the 
Gulf market was the fact that offer- 
ings of high-sulfur fuel oil showed up 
in the open market for the first time 
in months. Shortage of this grade for 
boiler fuel, meanwhile, was approach- 
ing the critical stage at Chicago and 
Peoria terminals. 


Midwest Wholesale 


Light fuel prices advanced at both 
Chicago and Minneapolis/St. Paul, 
and heavy fuels also were quoted 
higher at Chicago. With low water in 
the Mississippi choking off replace- 
ment inventories of light and heavy 
fuels, terminal operators and refiners 
at Chicago were holding their sup- 
plies for regular customers only. Most 
of them declared that their search for 
supplemental supplies had been to no 
avail. 

Standard of Indiana in mid-Decem- 
ber advanced its Chicago heavy fuel 
tank wagon prices 0.25¢ gal., and a 
large independent distributor boosted 
his prices 0.5¢. 


Mid-Continent 

Prices for kerosine and distillate 
fuels moved up 0.125 to 0.25¢ gal. 
For northern shipment, the Oklahoma 
(Group 3) price hit 8.375¢ gal. on 
price range low. 

The low quoted price for No. 6 
fuel also was up 5¢ bbl., to $1.80 
Group 3 for northern shipments. Ok- 
lahoma refiners in some instances re- 
ported sales to industrial buyers at 
$1.90 bbl. 

And, in one case a refiner said a 
buyer had bid him $2.05 for prompt 
material. 

Inquiry for heavy fuel in the Mid- 
Continent was most active on the part 
of buyers in the Chicago district. With 
product held for regular customers 
only, Midwest buyers reportedly were 
turning to the Rocky Mountain area 
for supplies. 


Western Penna. 


Upward trend in bright stock and 
cylinder oil prices continued to hold 
sway in the Pennsylvania field. De- 
mand for bright stock especially was 
far in excess of spot offerings. Several 
refiners were themselves on the buying 
side of the market. 

Bright stock, 25 pour, was quoted 
at a low 22¢, and 200 vis. neutral was 
held at 20¢. * 
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PRODUCTS VS. CRUDE GULF COAST 


REGULAR-GRADE GASOLINE 


KEROSINE 


30 GRAV. LOW COLD 
TEST COASTAL CRUDE 


NO. 6 FUEL 


50 52 54 JFMAMJJASOND 


1955 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 


FOUR PRODUCTS 


SPREAD: PRODUCTS OVER CRUDE 


54 JFMAMJJASOND 


1955 





Average prices for crude oil, and four principal refined prod 
ucts (gasoline, kerosine, light fuel, heavy fuell—7 refinery 
markets and 7 crude producing areas, east of California 
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PRODUCTS VS. CRUDE MID-CONTINENT 


REGULAR-GRADE GASOLINE 


KEROSINE 


NO. 2 FUEL 


36 GRAV. MID-CONT. CRUDE 


NO. 6 FUEL 


48 50 52 54 JFMAMJJASOND 
1955 


PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 


FOUR PRODUCTS 


! 
SPREAD: PRODUCTS OVER CRUDE 


48 50 52 54 JFMAMJJASOND 
1955 








Average prices for crude oil,.and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 8 crude producing areas, including California. 











== prices REFINERY AND TERMINAL 


(November 18 prices unchanged from November 11 except as noted.) 
MOTOR GASOLINE 

Dec. 9 Dec. 2 Nov. 25 
(4)13-138.5 

(2)12-13 
(2)11.5-12 (2)11,5-12 
11-11.5 5 11-11.5 
(2)10. 5-12 (2)10. 5-12 


10 10-10.5 10-10.5 10- 
9.875-10.125(2) 9.875-10.125(2) 9.875-10.125(2) 9.875-10.125(2) 
9.75-9.875 9.75-9.875 9.75-9.875 9.75-9.875 


9.5-9.75(2) 9.5-9.75(2) 9.5-9.75(2) 9.5-9.75(2) 

Albany, N. Y. 

95 oct prem 17.5(3) 17.5(3) 17.5(3) 17.5(3) 
15(4) 15(4) 15(4) 15(4) 

Baltimore, Md. 

95 oct prem 

89 oct reg 


Boston, Mass. 


16.2 16.2 16.2 16.2 
12.8-13.5 12.8-13.5 12.8-13.5 12.8-13.5 
14.3-17.1(2) 
13.3-14.6(3) 


14.3-17.1(2) 
13.3-14.6(3) 


14.3-17.1(2) 
13.3-14.6(3) 


14.3-17.1(2) 
13.3-14.6(3) 
Buffalo, N. Y. 
95 oct prem 18(2) 18(2) 
89 oct reg 15. 5(2) 15.5(2) 
Charleston, S. C. 
95 oct prem...... 


18(2) 18(2) 
15.5(2) 15.5(2) 


14.3-15.45(2) 
12.8-12.95(2) 


14.3-15.45(2) 
12.8-12.95(2) 


14.3-15.45(2) 
12. 8-12.95(2) 


14.3-15.45(2) 
12.8-12.95(2) 
Chicago, Ill. 
95 oct prem.... 
94 oct prem. . 
89 oct reg -_ 25-13.3 as 25- 3 3 (6)12.25-13.3 (6 12, 25-13.3 
86 oct reg (5) (5) 12(5) 12(5) 


Corpus Christi, Tex. 
95 oct prem 3.5- .5- 
89 oct reg 45 .5- 


Houston, Tex. 


- (6)13.75-14.8 (6)13. =. 8 (6)13.75-14.8 on 75-14.8 
13. 5(5) 13.5(5 13.5(5) 3.6(5) 


14 13.5-14 13.5-1 

12.5 11.5-12.5 11.5-12.5 

> = 14.25(3)  13.75-14.25(3) —-18.75-14.25(3) 13.75 -14.25 
5(3) 12.25(3) 12.25(3) 12. 25(3) 


14,6-14.9(5) 
13. 1-13. 4(7) 


14.6-14.9(5) 
13. 1-13. 4(7) 


14.6~-14.9(5) 
13, 1-13.4(7) 


14.6-14.9(5) 
13. 1-13. 4(7) 


Miami, Fla. 
95 oct prem é 14.9 14.9 14.9 
3. 13.4 13.4 13.4 


Mopls-St. Paul, Minn. 

94 oct prem (5)14-14.5 (5)14-14.5 (5)14-14.5 (5)14-14.5 

86 oct reg (5)12.5-12 55 (5)12.5-12.55 (5)12.6-12.55 (5)12.5-12.5:! 

Mobile, Ala. 

95 oct prem 14.6(3) 14.6(3) 14. 6(3) 14.6(3) 
13. 1(3) 13. 1(3) 13.1(38) 13.1(3) 


New Haven, Conn. 
17(3) 17(3) 17(3) 17(3) 
14.5(3) 14.5(3) 14.5(3) 14.5(3) 


Norfolk, Va. 
95 oct prem 5-16.3 

3-13.7 
Pensacola, Fla. 
95 oct prem...... 7(2) : 14.7(2) 14.7(2) 
89 oct reg 3.2(3) J 13.2/2) 13.2(2) 
Philadelphia, Pa. 
95 oct prem 2(2) ‘ 16. 2(2) 16 .6(2) 
89 oct reg 3.7-14.2 .7-14.3 13.7-14.3 13.7-14.3 


Pt. Everglades, Fla. 

95 oct prem...... 14.9(3) .9(3) 14.9(3) 14.9(3) 
89 oct reg....... 3.4(5) 3.4(5) 13. 4(5) 13.4(5) 
Portland Me. 

95 oct prem..... 7.2(3) 2(3) 17.2(3) 17.2(3) 
89 octreg.......  14.7(3) 7(3) 14.7(3) 14.7(3) 


Providence, R. |. 
17.1(3) .1(3) 17. 1(3) 17. 1(3) 


89 oct reg....... .6(4) 6(4) 14.6(4) 14.6(4) 
Savannah, Ga. 
(2)14.6-14.9(3) (2) 14.6-14.9(3) (2) 14.6-14.9(3) (2) 14.6-14.9(3) 
(2)13.1-13.4(5)  (2)13.1-13.4(5) (2) 13.1-13.4(5) (2) 13.1-13.4(5) 
Tampa, Fla. 
95 oct prem...... 4.3-14.8(4) 14.3-14.8(4) 
2.8-13.3(5) 12.8-13.3(5) 


14.3-14.8(4) 
12. 8-13 .3(5) 


14.3-14.8(4) 
12.8-13.3(5 
Wilmington, N. C. 
95 oct prem.... 
89 oct reg 


13.9-15.35(2) 
12.35-12.85(2) 


13.9-15.35(2) 
12.35-12.85(2) 


13.9-15.35(2) 
12.35-12.85(2) 


Refinery and terminal prices herewith are reproduced from Platt’s Oil- 
aram Price Service, a daily publication associated with NPN. 

Prices shown in refinery and terminal tables are sales prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal oyerators, by river terminal operators, and tanker 
terminal operators, for current sales and shipments, except as otherwise 
specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not incluc ed in price tables: Prices arrived at by discounts 
off a specified price; “market-date-of-shipment” prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter- refinerf trans- 
actions, also are not considered in the tables except as noted below. 

Prices shown are for quantities ii bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo 
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MOTOR GASOLINE 


Okla. (Okla. shpt.) Dec. 16 Dec. 9 Dec. 2 Nov. 25 
12. ottry 5(4) 12.625-13. ae 12. coy oe 5(4) 12.625-13. a4) 
11.375-11.75 11.375-11 1.375-11.75 11.375-11 75 

60 = M & below (2)10. 5-10. 875(2) (2)10.5-10. 875(2) (210. §-10.875(2) (2)10.5-10.875/2) 


Okla. Group 3 Cute ee. 


86 oct reg. - i: it 5G) 
60 oct M & below 10. 25-10.75 


N. Tex. (Tex. & New Mex. ~~ 
97 oct prem 14-15.3 
95 oct —_ 13.125-14.55 
86 oct reg. et 75-12.95 
84 oct reg 75-12.5 
60 oct M & below (ayo: 75-11. 8 
W. Tex. (Tex. & New oo os ) 
97 oct prem 14.8 14.875 14.875 
ie 125 18-14. 125 13-14. 125 
92 oct prem | 13 


13 3 
86 oct res 11.75-12.7 11.75-12.7 11.75-12.7 11.75-12.7 
84 oct re 11.75-12.25 11.75-12.25 11.75-12 25 11.75-12.25 
60 oct M-& below 11-11.5 11-11.5 11-11.5 11-11.5 
E. Tex. (Truck transport /_» 
x13.6 13.5 13.5 13.5 
(2)13. S18. 75 oF 6-13.75 (2)13.5~13.75 (2)13.5-13.75 
mt? 625-12 1.5-2 11.5-12 11.5-12 
1.625-12. 4 i 5-12.25 11.5-12.25 11.6-12.25 
60 ect M & below x1087 5-11(2)x (2)11-12.125 (2)11-11.125 (2)11-11.125 
Cent. W. Tex. (Truck a pat lots) 
5 


12.5-13.5 
11-11.5(2) 
10. 25-10.75 


12.5-13.5 
11-11.5(2) 
10.25-10.75 


12.5-13.5 
11-11.5(2) 
10. 25-10.75 


14-15.3 14-15.3 14-15.3 

13. 125-14.55 13. 125-14.55 13. 125-14.55 
11.625-12.95 11. 625-12.95 11.625-12.95 
11.625-12.5 11.625-12.5 11.625-12.5 


‘ -625- 
(2)10.75-11.8  (2)10.75-11.8  (2)10.75-11.8 


14.875 
95 oct prem ae 125 


13.25 3.28 
11.875 : 11.875 


12.75 
12.25 
11.25 
11 


Kans. (For Kans. destinations only) 

94 oct prem x(4)13-13.25(2) (2)12.75-13.25(2) (4)12.75-13.25 (4)12.75-13.25 
86 oct reg (5)11.5-11.75 (5)11.5-11.75 (5)11.6-11.75 = (5)11.5-11.75 
84 oct reg. 1 11 11 11 

60 oct M & below 10.8-11 10.5-11 10.8-1i 10.5-11 
Western Penna. Bradford-Warren: 

94 oct prem 14.75 

88 oct reg....... 13.5-14.8 
Oll City: 
94 oct prem 
88 oct reg 
Pittsburgh: 
94 oct prem 15.4 x15.4 15.2 15.2 
88 oct reg 13.65 x13.65 13.45 13.45 


Ohlo—Quotation of 8: 4 Ohio for me | to Ohio points: 
88 oct reg. 14 14 4 
Central Michigan 
94 oct prem (4)14.75-15 
88 oct reg...... (4)13.25-13.5 
California Los Angeles District: 
Rack: 
93 oct prem 14.1-15.1 14.1-15.1 14.1-15.1 15.1 
84 oct reg (3)13.1-13.15 (3)13.1-13.15 — (3)13. 1-13.15 313. -13.15 
Tank nll 
93 oct pri bara -15.1 1-15.1 4.1-15.1 ~15,1 

* (is. i 13.15 (3)13. 1-13.15 (a)13. 1-13.15 ()13. c 13.15 
Tank Truck (400 gals. < more) 
93 oe i 8.9 18.9 18.9 18.9 
84 oc 162 16.2 16.2 16.2 
San Raion’ District: 
93 oct prem 19.2 19.2 19.2 19.2 
84 oct reg....... 16.7 16.7 16.7 16.7 


DISTILLATES & FUELS 
Gulf Coast, Cargoes Dec. 16 Dec. 9 Dec. 2 Nov. 25 
41-43 w.w. kero.. yoy hey —_— ae. oe 9. aa ae. PS. 75(2) (2)8.75-9.75(2) 
No. 2 fuel (6)8. 5-9.25 (6)8.5-9.25 
53-57 d.i. gas oil. (3)8. 10 3502) (a8. mary 25(2) ye. 75-9.25(2) (3)8.75-9.25(2) 
48-52 d.i. gas oil. (2)8.625-9.125(2) (2)8.625-9.125(2) ae .625-9.125(2) (2)8.625-9.125(2) 
43-47 d.i. gas oil. (2)8.5-9(2) §3)8.5-0(2) (2 +d (2)8.5-9(2) 


No. 4fuel,0-10 p.t. $2.90 $2.90 $2.9 $2.90 
Bunker C fuel.... (4)$2.10-2.15 (4)$2.10-2.15 (4)$2.10-2.15 (4)$2.10-2.15 
Bunker C fuel, 

max 1% sulfur. (2)$2.20-2.35 (2)$2.20-2.35  (2)$2.20-2.35  (2)$2,20-2.35 
Albany, N. Y. 
Kerosine/No. 1... 11. 1(9) 11. 1(9) 11. 1(9) 11.1(9) 


No. 2 fuel 10.6(10) 10.6(10) 10.6(10) x10.6(10) 
— oil, shops, 


15 14.75 14.77 
13.5-14.8 13.5-14.8x 13.6-13.9 
13.75-15 
12.5-13.5 


13.75-15 
12.5-13.5 


13.75-15 
12.5-13.5 


13.75-15 
12.5-13.5 


(4)14.75-15 (4)14. 75-15 (4)14.75-15 
(4)13.25-13.5 = (4)13.35-13.6 = (4) 13. 25-13 5 


11(5) 11(5) 11(5) 
$4.01-4 07 $4.01-4.07 $4.01-4.07 
$2.80(2) $2. 80(2) $2.80(2) 


1%, sulfur. . $2.95 $2.95 $2.95 $2.95 


ots, or truck transport lots, are so designated. Prices are in cents per 
pg except wax and petrolatums in cents per pound, and, where dollar 
sign ($) is shown, in dollars per barrel of 42 U. S. gallons. Prices do 
not include taxes or inspection fees. 

Prices are for crude oil and _ products lawfully produced and thans 
ported; reported as received by Oilgram and NaTIONAL Petroteum News 
but not guaranteed; for subscribers’ private use only and not for resale 
or distribution or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to ae tanker terminal operators. 

Gasoline octane ratings are by ASTM Research Method and are mini 
mum ratings, except where letter “M” is used to indicate the octane 
rating is by ASTM Motor Method. 

Parenthetical figures indicate number of companies quoting when two 
or more quoted the price shown. Letter. ‘‘X"’ indicates price change. 
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REFINERY AND TERMINAL 


N ovember 18 prices unchanged from November 11 except as noted). 


Baltimore, Md. 
Kerosine/No. 1... 





BunkerC. bunkers 


Baton Rouge, La. 
Kerosine/No. 1... 
No. 2 fuel. ...... 
Diesel oil, shore 


bunkers....... 
BunkerC, bunkers 
Boston, Mass. 
Kerosine/No. 1... 
No. 2 fuel 
Diesel oil, shore 


do barges...... 
Light Diesel, 

unkers....... 

Bunker C, bunkers 


Buffalo, N.Y. 





No. 2 fuel. . F 11. 25-11.6(4) 
No. 6 fuel. ...... 9.7(2) 
Charleston, S. C. 
Kerosine/No. 1... 10.8(6) 
0. 2 fuel....... 10. 4(6) 
“— oil, shore 
RR isnceas 10. 5(3) 
Na. — no sulf 
ie agate $2.60(2) 
fob barges...... $2.57(3) 
Light Diesel, 
bunkers....... $4.26(2) 
BunkerC, bunkers $2.57(3) 
Chicago, Il. 
Range oil/No. 1.. 10.5-11.4 
No. 2 fuel.....: (4)10-10.3 
ee 4 fuel, low 
No. 5 fuel, high 
eer x(2)8.45-8.75 
~ i Rane low | 
x(2)7.65-7.75x 
No. 6 tak, ‘high 
RRB x(2)7.4-7.75 
Cleveland, Ohio 
No. 5 fuel. ...... 9.75° 
No. 6 fuel....... ar 
*—delivered Cleveland. 
Corpus Christi, Tex. 
No. 6 fuel, no sulf. 
Se aieess ioe $4 


o barg 
Bunker aban 
Dotrolt, Mich. 


No. 6 fuel. ... 


Houston, Tex. 
eg 


do Ace 
— ‘aL shore 
No. 6 fuel, no sulf 
SRS 
o barges. . 

No. 6 fuel, max 
1% sulfur... . 
do barges... . 

Light Diesel, 

inkers.... 

Heavy an 


BunkerC, bunkers 





DISTILLATES & FUELS 


Dec. 16 


10.05(5) 
10.7(5 
$3 PA 
$3.63 
$3.30(2) 
$3.24(2) 


$2.68(6) 
$2.65(5) 


$4.34(4) 


$3. 99(2) 
$2.65(4) 


10.3 
9.75 


10.1 
$2.77 


$2.23 
$2.20 


$4.03(2) 
$3.62 

$2. 20(2) 
10.9(14) 
10. 4(15) 


10.8(5) 
$3.54(4) 


$2.72(5) 
$2.69(5) 


$4.38(3) 
$2.69(5) 


11.75-12.1(4) 


$2. 
$2. 30- 2.25(2) 


os 
5-12.4 


Hi 35(2) 


10.5(2) 


9-9.25 


$2. 10-2. 25 
$2. 10-2. 20/8) 


$2.10 
$2.10 


$4.03(6) 


$3.62(5) 
$2. 20(12) 





Dec. 9 


10.8(9) 

10.55(7) 
10.3(12) 
10.05(5) 


10.7(5) 
$3 .69(2) 
$3.63 
$3.30(2) 
$3.24(2) 
$2. 4} 
$2.65(5 
$4.34(4) 


$3 .99(2) 
$2.65(4) 


10.3 
9.75 


10. 1(a) 
$2.77 
$2.23 
$2.20 
$4 .03(2) 
$3.62 
$2. 20(2) 

10.9(14 

10. 4(15) 


10.8(5) 
$3.54(4) 


$2.72(5) 
$2.69(5) 


$4. sore 
$2.69(5 


HL 75-12.1(4) 
11.25-11.6(4) 
) 


9.7(2 

10.8(6) 
10. 4(6) 
10.5(3) 


$2. S73 
$2.57(3 


$4.26(2) 
$2.57(3) 


x(2)10.5-11.4 
x(8)10-10.3 


8.25-8.35 
8.2-8.75x 


$2.23 
$2.20 
$2. 20-2. 25(2) 


12.35 
12.25-12.4 


(2) 


10.5(2) 
9.5(2) 
9.5(2) 
9-9.25 


9-9.25 


$2.10-2.25 
$2. 10-2. 20(8) 


$2.10 
$2.10 


$4.03(6) 


$3 .62(6) 
$2, 20(12) 


Dec. 2 


10.05(5) 


10.7(5) 
$3. — 


3.6 

$3 30(2) 
$3. 24(2) 
$2.68(6) 
$2. 65(5) 
$4.34(4) 


$3.99(2) 
$2.64(4) 


10.3 
9.75 


10.1 
$2.77 


$2.23 
$2.20 


$4 03(2) 


$3.62 
$2.20(2) 


10.9(14) 
10.4(15) 


10.8(5) 
$3.54(4) 


$2.72(6) 
$2.69(5) 


$4.38(3) 
$2.69(5) 


11.75-12.1(4) 
12 

11. 25-11.6(4) 
9.7(2) 
10.8(6) 
10.4(6) 
10.5(3) 


$2.60(2 
$2.67(8 


$4.26(2) 
$2.57(3) 


x(3)10.375-11.4x 
x(7)9.75-10.3x 


8.25-8.35 
(3)8. 2-8. 5x 
(3)7.4-7.5 
(3)7. 15-7. 5x 


9.75° 
a 


$2.23 
$2.20 
$2. 20-3. 25(2) 


12.35 


8.35(2) 


10.5(2) 
9 


9-9. 25 


$2.10-2.25 
$2.10-2. 20/8) 


$2.10 
$2.10 


$4.03(6) 
$3.62(5) 
$2.20(12) 
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Nov. 25 

10. 8(9) 

10.55(7) 
x10.3(12) 
x10.05(5) 
10.7(5) 
x$3.69(2) 
24(2) 


$2.68(6) 
$2.65(5) 


$4.34(4) 


$3.99(2) 
$2.65(4) 


10.3 
9.75 


10.1 
x$2.77 


$2.23 
$2.20 


$4.03(2) 
$3.62 
$2.20(2) 
x10.9(14) 
x10.4(15) 


10. 8(5) 
x$3.54(4) 


$2.72(5) 
$2.69(5) 


$4.38(3) 
$2.69(5) 


x11.75-12.1(4) 


x11.25-11.6(4) 
9.7(2) 


10.8(6) 
10. 4(6) 


10.5(3) 


$2. 60(2) 
$2.57(3) 


$4. 26(2) 
$2.57(3) 


(4)10.25-11.2 
9.625-10.1 


$.25-8.35 
2-8. 4x 
(3)7.4-7.5 

(3)7. 15-7. 4x 


9.75° 
9.1° 


$2.23 
$2.20 
$2. 20-2. 25(2) 


eg # 


2.2 1 12. 25-12 
(2yi2. 25-12.4(2) (2)12.25-12.4(2) (2)12.25-12. “day ia. 26-12. 4) 
a = 4(2) —_ = -4(2) (2 ai im 4(2) ox .4(2) 


8.35(2) 


10.5(2) 
9.5(2) 
9.5(2) 
9-9. 25 


9-09.25 


$2. 10-2.25 
$2. 10-2. 20(8) 


$2.10 
$2.10 


$4.03(6) 


$3.62(5) 
$2. 20(12) 








Jacksonville, Fla. 
Kerosine/No. 1... 
No. 2 fuel....... 
a — 


bunk 
Bunker C, bunkers 


Miaml, Fla. 
Kerosine/No. 1... 
Diesel oil, shore 
m Diitavcccas 
- 6 fuel, no sulf 
dohenn.... 
Light Diesel 
unkers....... 
Bunker C, bunkers 





DISTILLATES & FUELS 


Dec. 16 


11.8(11) 
10.9(8) 


10. 9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 

$2.54(6) 
11.8 
11.1(3) 


$2.52 
$2.49(3) 


$4.578(4) 
$2.49(3) 


Mople-St. Paul, Minn. 


Range oil No. 1.. 


x(6)10.625-11.5 


No, 2 fuel. .... . .x(6)10-10.7 
- 5 _ high 
Batunes «ce 8.9(4) 

No. 6 fuel high 

i ccedeces 8.2(4) 
Mobile; Ala. 
Kerosine/No. 1.. 11.1(4) 
No. 2 fuel. ...... 10.5(2) 
No. 6 fuel, no sulf 

or. cane $2.38 

lo barges coos $2.25 
Light Diesel 

bunkers. ...... $4.284(2) 
BunkerC, bunkers $2.25 


New Haven, Conn. 
Kerosine/No. 1... 
Jo. 2 fuel 
Diesel oil, 
plants 
No. 4 fuel....... 
No. 6 fuel, no sulf 


lo barges 
Light Di Diesel 
BunkerC, . om 


New Orleana, La. 
avaieaihe. oe 


pl parame 
op : Pakeeas 


BuakerC, bunkers 


New York Harbor 


Kerosine/No. 1... 
do barges...... 
No. 2 fuel....... 
do barges... ... 
Diesel oil, shore 


bunke: 
Bunker, bunkers 


Norfolk, Va. 
Kerosine/No. 1... 


lo barges... 
Light Diesel 
nkers.. . 

= — 


bun 
onal bunkers 


Pensacola, Fla. 
Kerosine/No. 1... 
No. 2 feel....... 
Diesel oil, 
plants. 


10.8(9) 
10.3(11) 


10.7(4) 
$3.70 
$2.70(3) 
$2.67 


$4.36 
$2.67 


10.3(4)(a) 
9.75(3)(a) 


10. 1(8)(a) 


2.77 


$2.23(2) 
$2.20(2) 


$4.03(4)(b) 


$3 .62(3) 
$2. 20(3) 


10.8(20) 
10.55(17) 
10.3(18) 
10.05(17) 


10.7(7) 


- (12)$3.56-3.97 
. (12)$3.53-3.87 (12)$3.53-3 


$3.13 
$2.68(14) 
$2.65(15) 


$2.73(2) 
$2.70(2) 


$4.34(4) 


$3.99(4) 
$2.65(11) 


10.8(7) 
10.3(6) 


10.7(5) 
$3.21 
$2.67(3) 
$2.61(4) 
$4.34(4)(b) 


$3.99(3) 
$2.61(5) 


11.1(2) 
10.5(4) 


10.(2) 





Dec. 9 


11.8(11) 
10.9(8) 


10.9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 

$2.54(6) 
11.8 
11.1(3) 


2.52 
32. 49(3) 


$4.578(4) 
$2.49(3) 

10.375-11.5 
9.75-10.7 
8.9(4) 
8.2(4) 
11.1(4) 
10.5/2) 


$2.38 
$2.25 


$4.284(2) 

$2.25 
10.8(9) 
10.3(11) 


10.7(4) 
$3.70 


$2.70(3) 
$2.67 


$4.36 
$2.67 


10.3(4)(a) 
9.75(3)(a) 


10. 1(3)(a) 
$2.77 
$2.23(2) 
$2.20(2) 
$4.03(4)(b) 


$3. 62(3) 
$2.20(3) 


10. 8(20) 
10.55(17) 
10.3(18) 
10.05(17) 


10.7(7) 


(12)$3.56-3.97 


$3.13 
$2.68(14) 
$2.65(15) 


$2.73(2) 
$2.70(2) 


$4.34(4) 


$3.99(4) 
$2.65(11) 


10.8(7) 

10.3(6) 

10.7(5) 
$3.21 
$2.67(3) 
$2.61(4) 
$4.34(4)(b) 


$3.99(3) 
$2.61(5) 
11.1(2) 


10.5(4) 
10.5(2) 





(6)10.375-11.5 


Dec. 2 Nov. 25 
11.811) 1). 8(11) 
10.9(8) 10.9(8) 
10.9(5) 10. 9(5) 
$2.57(6) $2.57(6) 
$2.54(6) $2.54(4) 
$4.578(5) $4.578(5) 
$2.54(6) $2.54(6) 
11.8 11.8 
11.1(3) 11. 1(3) 
$2.52 $2.52 
$2.49(3) $2. 49/3) 
$4.578(4) $4.578(4) 
$2. 49(3) $2. 49(3) 


(6)10.375-11.5 


(6)9.75-10.7 (6)9.75-10.7 
8.9(4) 8.9(4) 
8.2(4) 8.2(4) 
11.1(4) 11.1(4) 
10.5(2) 10.5(2) 

$2.38 $2.38 
$2.25 $2.25 
$4.284(2) $4.284(2 
$2.25 $2.25 
10.8(9) x10.8(9) 
10.3(11) x10.3(11) 
10.7(4) 10.7(4) 
$3.70 x$3.70 


$2.70(3) $2.70(3) 
$2.67 $2.67 


$4.36 $4.36 
$2.67 $2.67 
Set, 10.3(4)(a) 
9.75(3)(a) 9.75(3)(a) 
10. 1(3)(a) 10. 1(3)(a) 
$2.77 x$2.77 
$2.23(2) $2.33(2) 
$2.20(2) $2.20(2) 
$4.03(4)(b) $4.03(4)(b) 
$3 .62(3) $3 .62(3) 
$2. 20(3) $2. 20(3) 
10.8(20) x10.8(20) 
10.55(17) x10.55(17) 
10.3(18) x10.3(18) 
10.05(17) x10.05(17) 
10.7(7) x10.7(7) 


(12)$3.56-3.97 x(12)$3.56-3.97x 
(12)$3.53-3.87 x(12)$3.53-3.87x 


$3 13 x$3 13 
$3.10 x$3.10 
$2.68(14) $2.68(14) 
$2.65(15) $2.65(15) 
or he 
$2.73(2) $2.73(2) 
$2.70(2) $2.70(2) 
$4.34(4) $4.34(4) 
$3.99(4) $3.99(4) 
$2.65(11) $2.65(11) 
10.8(7) 10. 8(7) 
10.3(6) 10.3(6) 
10.7(5) 10.7(5) 
$3.21 x$3.21 
$2.67(3) $2.67(3) 
$2.61(4) $2.61(4) 
$4.34(4)(b) $4.34(4)(b) 
$3.99(3) $3 .99(3) 
$2.61(5) $2.61(5) 
11, 1(2) 11. 1(2) 
10.5(4) 10. 5(4) 
10.5(2) 10. 5(2) 






















































































fy prices REFINERY AND TERMINAL 


DISTILLATES & FUELS 
(November 18 prices unchanged from November 11 except as noted.) 


Philadelphia, ° 


Light Diesel, 
bunkers. .... 
Heavy Diesel, 


Dec. 16 
10.8(10) 
0 


10.05(6) 
10.7(6) 


x$3.66(2) 
x$3.36(5) 


| $2.58-2.68(7) 
$2.55-2.65(5) 


$2.68-2.78(3)x 
$2.65-2.75(2)x 


$4.34(4) 


Dec. 9 


10. Sich 
10.55(7 

10.3(10) 
10.05(6) 


10.7(6) 


$2.68(4) 
$2.65(3) 


$4.34(4) 


(4) 99(4) 
Bunker C, bunkers $2. *n 2.75(2)x bea 55-2.65(3) 


Pt. Everglades, Fla. 


ag No. 1.. 


do ln 
Light Diesel, 
bunkers. . : 
Bunker C, bunkers 


Portland, Me. 
Kerosine/No. 1.. 
No. 2 fuel 


Diesel ... shore 


usr. 
do'ba 


poskert ; Riso 


Providence, R. 1. 
Kerosine/No. 1.. 


Diesel oil, 
oy 
ag 


shore 


Bunko’ c 5 


Savannah, Ga. 
Kerosine/No. 1... 


bun 
Bunko. "boubas 


Tampa, Fla. 

Kerosine/No. 1... 

No. 2 fuel 

Diese! oil, shore 
pace 


do an 

Light Diesel, 
bunkers..... 
BankerC, bunkers 


11.8(5) 
10.9(4) 


10.9(4) 


$2.52(3) 
$2.49(4) 


$4.578(4) 
2.49(4) 


11(9) 
10.5(9) 


10.9(4) 
$2.72(2) 
$2.69 
$2.69 


10.9(10) 
10.4(9) 


10. 8(4) 
$3.54(3) 


$2.69(4) 
$2.66(4) 


$2.84-2.99 
$2.81(2) 
$4.38 
$2.66(3) 
11.8(7) 
10.9(7) 
10.9(5) 
$3.13 
$2.59(5) 
$2. $616) 
$4.578(5) 
2.56(8) 


11.7(8) 
10.8(6) 


19.8(6) 


$2.47(5) 
$2.45(5) 


$4.536(5) 
$2. 45(5) 


11.8(5) 
10.9(4) 


10.9(4) 


$2.52(3) 
$2. 49(4) 


$4.578(4) 

$2.49(4) 
11(9) 
10.5(9) 
10.9(4) 


10.9(10) 
10.4(9) 


10. 8(4) 
$3.54(3) 


$2.69(4) 
$2.66(4) 


$2.84-2.99 
$2.81(2) 


$4.38 
$2. 66(3) 


11.8(7) 
10.9(7) 


10.9(5) 
$3.13 
$2.59(5) 
$2.56(6) 
$4.578(5) 
$2.56(5) 

11.7(8) 

10.8(6) 

10. 8(6) 


$2.47(5) 
$2, 45(5) 


$4.536(5) 
$2.45(5) 


DISTILLATES & FUELS 


Dec, 16 


Dec. 9 


Dec. 2 


Nov. 25 


Dec. 2 


10.8(10) 
10.55(7) 
10.3(10) 
10.05(6) 


10.7(6) 


(7)$2.58-2.68 
(5)$2.55-2.65 


$2.68(4) 
$2.65(3) 


$4.34(4) 


Nov. 25 
x10.8(10) 
x10.55(7) 
x10.3(10) 
x10.05(6) 


x10.7(6) 


$3. 56-3. 66 $3.56-3. 66 $3. 56-3. 66x 
(2)$3.31-3.36(3) (2)$3.31-3.36(3) (2)$3.31-3.36(3)x 
(7)$2.58-2.68 
(5)$2.55-2.65 


(7)$2.58-2.68 
(5)$2.55-2.65 


$2.68(4) 
$2.65(3) 


$4.34(4) 


$3.99(4) $3.99(4) 
(4)$2.55-2.65(3) (4)$2.55-2. 65(3) 


11.8(5) 
10.9(4) 


10. 9(4) 


$2.52(3) 
$2.49(4) 


$4.578(4) 
$2. 49(4) 
11(9) 
10.5(9) 
10.9(4) 
$2.72(2) 
$2.69 
$2.69 


10.9(10) 
10. 4(9) 


10. 8(4) 
$3.54(3) 


$2.69(4) 
$2.66(4) 


$2.84-2.99 
$2.81(2) 
$4.38 
$2.66(3) 
11.8(7) 
10.9(7) 
10.9(5) 
$3.13 
$2.59(5) 
$2.56(6) 
$4.578(5) 
$2.56(5) 
11.7(8) 
10.8(6) 
10. 8(6) 


$2. 47(5) 
$2. 45(5) 


$4.536(5) 
$2 45(5) 


11.8(5) 
10.9(4) 


10.9(4) 


$2.52(3) 
$2.49(4) 


$4.578(4) 
$2.49(4) 


x11(9) 
x10.5(9) 


10.9(4) 
$2. ad 
$2.6 
$2 $0 


x10.9(10) 
x10.4(9) 


10. 8(4) 
x$3.54(3) 


$2.69(4) 
$2.66(4) 


$2.84-2.99x* 
$2.81(2) 


$4.38 
$2.66(3) 


11.8(7) 
10.9(7) 


10.9(5) 
$3.13 
$2.59(5) 
$2.56(6) 
$4.578(5) 
$2, 56(5) 


11.7(8) 
10.8(6) 


10,8(6) 


$2.47(5) 
$2. 45(5) 


$4. 536(5) 
$2. 45(5) 


Toledo, Ohio 


Kerosine. 11.9 


11.9 
11.65-12.05 
10.65-11.05 


8.25(3) 
7.75(3) 


11.9 

11.9 
1.65-12.065 

10.65-11.05 


8. 25(3) 
7.75(3) 


11.9 

11.9 
11.65-12.05 
10.65-11.05 
8.25(3) 
7.75(3) 


11.9 
11.9 
11.65-12.05 
10.65-11.05 


8.25(3) 
7.75(3) 


Wilmington, N. GC. 


Kerosine/No. 1... 10.8(7) 


10. 4(7) 


10.8(7) 
10. 4(7) 


10.8(7) 
10.4(7) 


10. 5(3) 
$4.26(3) 


10.8(7) 
10. 4(7) 


10.5(3) 


Diesel oil, shore 
plants 
Light Diesel, 


bunkers..... 


10. 5(3) 10. 5(3) 


$4. 26(3) $4. 26/3) $4. 26(3) 


Okla. (Okla. shpt.) 


42-44 w.w. kero. . x(2)9.5-10x 


x9.5 


(2)9.375-9.875 
9. 25-9. 5x 


(2)9.375-9.875 
9.25-9.375(2) 


9-9.75 
(4)9.125-9.375(2) 
(3)8.5-9 
$1.75-1.90 


9.5-10(3) 


58 & abv. d 

i 9-10x x(2)9.125-9.875x 9-9.75 
x9. 375-9.625( 2x! 3) 9.252-9.625x (4)9.125 
x(3)8.75-9(4) 2)8.635-9(2) (3)8.5-9 
x(2)$1.85-2. 10x xsi 80-1.95x 1.75-1.90 


No. 1 fuel 9. 5x 
No. 2 fuel 


No. 6 fuel 


Okla. Group 3 (Northern yoga ) 


42-44 w.w. kero. .x(5)9.5-9.875 
Range oil... 
58 & aby. di. 

I. x8.5-9.75x 


; x(6)9. 125-9. 5 
8.5- 8.8 


(2)9.25-9.5(6) 
9.125(2) 


9.25-9.75 
9.125(2) 


x(2)9.375-9.875x 


x8.375 9.625x 
x(3)9-9. 5x 
x(3)8.375- -8. 875x 


8.25-9.5 
(3)8.875-9.375 
(3)8.25-8.75 
$1.75-1.90 


25-9. 
(2)8.875-9.375 
(2)8.25-8.75 

$1.75-1.90(2) 


N. Tex. (Tex. & N(w Mex. shpt.) 


42-44 w.w. kero.. 92-10 9.2-10 9.2-10 9.2-10 


-9.75 9-9.75 9-9.75 9-9.75 
No. b taal x$1.95-2.00 x$1.90-2.00 $1. 80-2,00 $1.80-2,00 


W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w.kero.. 9. _? 75 9.75-10.75 
9.7 9.75-10.25 
3.125-9.5 


$2.10(2) 


9.75-10.75 
9.75-10.25 
9.125-9.5 


No. 6 fuel... $2.10(2) 


E. Tex. (Truck transport lots) 


42-44 w.w. kero.. (2)9.5-9.75(2) (2)9.5-9.75(2)  (2)9.5-9.75(2)  (2)9.5-9.75(2) 


iese 8.75-9.75 8.75-9.75 8.75-9.75 8.75-9.75 
No. 6 fuel $1.75-2.00(2) $1.75-2.00(2) (2)$1.75-2.00(2) (2)$1.75-2.00 
Cent. W. Tex. (Truck transport lots) 


42-44 w.w. wg 9.25 
58 & di 


Kans. (For Kans. destinations only) 


42-44 w.w. kero. .x(3)9.625-9.75(3) 
52 &bel. di. ey 1 x9. 25 


(3)9.5-9.75 
9.125 


(2)9.125-9.375 
(4)9. 125-9. 5x 
(5)8.5-8.75 


$2.3 
(2)$1.85-2.25 


(4)9.5-9,75 
9.125 
(2)9.125-9.375 
(4)9.125-9.375 
(5)8.5-8.75** 
$ 


2. 
(2)$1.85-2.25 


x(3)8.625 8. 75(4) 
x$2.55-2. 60x 
x$1.90-2.25 


**November 18 price: (5)8.5-8.75 


(3)8.5- 8. 752 
x$2. 45-2. 50x 
$1.85-2.25 








NOW 
AVAILABLE 


| SOUTHERN TERMINALS 


Hopewell, 


Va. 


Wilmington, W. C. 
Charleston, S. t 


Savannah, 6a. 
Port Everglades, 
Tampa, Fla. 





Fla. 
Belton, S. C. 


Panama City, Fla. 
Birmingham, Ala. 


Montgomery, Ala 
Columbus, Ga. 
Greenville, Miss. 
Knoxville, Tenn. 


REFINING COMPANY 


Bs ERIE Irerrsecenoenn 


Highest Quality 
Petroleum Products 


e Gasoline 

e Kerosene 

e Diesel Fuel 
e Heating Oils 


ATLANTA, GA. 
1401 Peachtree Street 
PITTSBURGH, PA. 
Benedum-Trees Bldg. 
TEXAS CITY, TEXAS 
Refinery 


NATIONAL PETROLEUM NEWS °* January, 1956 





REFINERY AND TERMINAL 


(November 18 prices unchanged from November 11 except as noted.) 
DISTILLATES & FUELS 

Dec. 16 Dec. 9 Dec. 2 
Ark. (For shpt. te Ark. & La) 
te ay et wes ~ ¥9.375 x9. 25 9.126 
Traetor 10 1 
ST beh Mt ieee! x8. 875 
5 by. di. 


Western Penna. 
Bradford-Warren: 
11.5-11.75(2) 11.5-11.75(2) 5 5(2) 25-11.75x 
11.25(2) 11.25(2) 25(2 x11(2)** 
10.95-11(3) 10.95-11(3) x10.95-11(3)x 10.5-10.95 
36-40 gravity fuel 10.5(2) 10.5(2) x10.5(2) 10. 25-10. 5x 
**November 18 price: 10.75-11x 


Oil City: 

i 75-12 11. ‘ 75-12 x11.75-12x 
50 cetane Diesel. . x10.8 § : 10.4-10.75 
No. 1 fuel 5 x10. 7! f 5 § 10.5-11.5x 

\ e' i x10.{ - 10.25-11 
36-40 gravity fuel 10 x10.5 10.25 
Pittsburgh: 
Kerosine. . 2)11.6-12. 25 (2)11 2.25 11. 6-12.25 
50 cetane Diesel... 11.28 § x11. 2! § 10.85-11.5 
No. 1 fuel 1 11. : 11.5-12.1 
uel : x(2)11 38 (2)10.85-11.35 (2)10 

36-40 pore fuel 10 10 § 10. 8-11.25 10 


Central Michigan 


46-49 w.w. kero... 13-13.5 13-13.6 13-13.6 13- 
(2)12-13.2 (2)13-13.2 (2)13-13.2 (2)13- 
. (2)12.75-13.3 (2)12.75-13.3  (2)12.75-13.3 (2)12.78 
(2)11.75-12.3 (2)11.75-12.3 (2)11.75-12.3 (2)11. 
10 10 10 
- 7-9(2) 8.7-9(2) .7-9 
7.95-8.25(2) 7.95-8. 25(2) 7.95-8 . 25(2) 7. 95-8 .25(2) 
Ohio—Quotations of S. 0. Ohio for delivery to Ohio points. 
Kerosine : 12.5 
12.3 
No. 2 fuel 11.3 
California - Los Angeles District: 
Rack: 
Stove dist.— 
; oo 9. 25-10(2) 9. 25-10(2) 9.25-10(2) 9.25-10(2) 
Diesel fuel— 
9.3 (2)9-9.3 (2)9-9.3 (2)9-9.3 
2. 50(2) $2.50(2) x$2.50(2 $2.30(2) 
00(3) $2.00(3) x$2.00(3) $1.90-2.00(2) 
40-43 w.w.kero.. 13.6 13.6 
9.25-13.5 9.25-13.5 
(2)9-12 
$2.50(3) x$2.50(3) $2.30-2.50 
(3)$2.00-2.15 (3)$2.00-2.15 x(3)$2.00-2.15 $1.90-2.15 
Tank Truck (400 gals. or more): 
40-43 w.w. kero. . 17.1 17.1 an 
ist— 
14 14 
Diesel fuel— 
F PS 200... 12.5 


San Francisco District: 

Tank Car: 

40-43 w.w. kero.. 14.1 

Stove dist— 
PS 100..... 14 








son 
ETROLEUM 
RODUCTS 


30 E. 40 St., N.Y.C 














DISTILLATES & FURS 
Dec. 16 Dec. 9 Dec. 2 Nov. 25 
Diesel fuel 
2 12.5 12.5 12.5 12.5 
Light fuel— 
PS 300...... $2.55 $2.55 $2.55 x$2.55 


aes 100... $2.20 $2.20 $2.20 x$2.20 
Tauk Truck (400 gals. or more) 
40-43 w.w. kero 17.6 
Stove _— 
PS 100.... 14.5 
Diesel fuel— 
PS 200 


Pacific Coast 

Ships’ bunkers, or deep tank lots 
San Pedro, Calif. : 
Diesel—PS 200. $4.33(5) 33 $4 33(5 
BunkerC—PS400 $1.95(5) 5(5) $1.95(5 
San Francisco, Calif. 
Diesel—-PS 200... $4.54(4) 54( $4 54(4) 
BunkerC—PS400 $2.00(4) 2 $2.00(4) 
Seattle, Wash. ” 
Diesel—PS 200. $4.75(4) $4 75(4) 
BunkerC—PS400 $2 25(4) $2.25(4) $2.2 
Portiand, Ore. z 
Diesel—PS 200 $4." re $4 $4 
BunkerC—PS400 §$2.25(4 $2.22 $2. 
Mexico 
Ships’ bunkers; U. S. dollars per bbl. of 159 liters 
Guaymas : 
Diesel $5.65 $5.65 $5 
Bunker C . $2.90 $2.90 x$2.9 
Manzanillo ls 
Diesel oe $4.96 $4.75 $4. 
Bunker C. $2.90 $2.90 x$2 
Minatitian 
Diesel... 5 $4.15 $4. 
Bunker C...... 2.2 $2.20 $2. 
Salina Cruz a 
Diesel... 76 $4.75 $4. 
Bunker C.... $2.90 $2.90 x$2 
Tampico 
Diesel = $4.15 $4.15 $4 
Bunker C..... $2.20 $2.20 $2 
Veracruz 
Bunker C $2. 2 $2.20 $2.20 


NATURAL GASOLINE 


Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
tinent manufacturing district 
Dec. 16 Dec. 9 Dec. 2 Nov. 25 
FOB Group 3 : a 
Grade 26-70 6 (Quotations) 5.875-6 (Quos.) 5.875 (Quos.) 5.875-6 (Quos.) 


FOB Breckenridge, Tex. 
Grade 26-70 5.5 (Quotations) 5.5 (Quotations) 5.5 (Quotations) 5.5 (Quos.)** 
**November 18 prices: Group 3, 6 (Sale); Breckenridge, 5.5 (Quotations). 


LP-GAS 
Producers’ contract prices, tank cars. 

Dec. 16 Dec. 9 Dec. 2 Nov. 25 
Propane: anaes 
} bor g 8.75-9 x8.75-9x 25-8.5 
Philadelpbic: Pe 8.5: 8-8. 5(2) st 5(2) (2)8-8.5** 

ae Ht 7.5 7 

ie oe : 55 (2)4-4.25 (4-4. 25 x(2)4-4.25 


“ae , @ 4 x4(8) (2)3 5-4(6) 
Baton Rouge, La. : 375(2)x  4.375(3 4.375(3) 4.375(3) 
Shreveport, La... 55(5 4. 25(3 4.25(2) 4.25(2) ” 
New Orleans, La 4 2 4.375(2) 4.375(2) 
5; B 


**November 18 prices: Phila., (2)8-8 aton Rouge, 4.375(3); New Orleans, 4.375(2) 





Fluorescent color for 
solvent extracted and 


additive lube oils. 

Petroleum 
PATENT CHEMICALS, 

NCORPORATEO 


Paterson 4, New Jersey 
PETROLEUM CORPORATION 





INDEPENDENT 





New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION Maine to South Carolina 


MARKETERS 


630 FIFTH AVENUE 
Boston NEW YORK 20,N. Y 
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—fe} prices REFINERY AND TERMINAL 


LUBRICATING OILS 


(November 18 prices unchanged from November 11 except as noted.) 





— ne Dec. 16 Dec, 9 Dec. 2 Nov .25 
eutrale—N oS eal. ‘on 70° F. 
209 vie ( coe at — 420-426 
0 pt.. 22 22 22 
21 21 21 
x20(5 19-20(4 19-20(4) 
21 21 21 
20 20 20 
18. 5-19(3) 18.5-19(3) 18.5-19(3) 


Cylinder Stocks 
600 a.r.filterable. . 


Mid-Continent 





24 x24 23 
23 x23 22 
x22(6) x(3)21-22(3 


(2)15.5-16 (2)15. 5-16 x(2)15.5-16 (2)15-16x 
(2)16.5-17 (2)16.5-17 x(2)16.5-17 (2)15-17x 
(2)17.5-17.5(2) (3)17.5-18.5 = x(3)17.5-18.5 16. 5-18.5x 
(2)18.5-19 5x 18. 5(3) x18. 5(3) 17(3) 


FOB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. 


at 100° 0-10 p.p. 


Bright Stock—Conventional 
200 vi 





Bright Stock—Solvent 
150-160 vis., 
0-10 p.p., 95v.i. 


No. 2 col.. 
86-110 vis. 

No. 2 col...... 
150 vis. No. 3 col. 
180 vis. No. 3 col. 
200 vis. No. 3 col. 
250 vis. No. 3 col. 


280 vis. No. 3 col. 
300 vis. No. 3 col. 


Neutral Olle—Solvent—95 v.| 

(2)17. 5-18. 5(3) 
(3)17.75-18.75(3) 
(3)18.25-19.25(2) (3)18.25-19.25(2) (3)18.25-19.25(2) (3)18.25-19.25(2) 


- finder Stocks 
8r., 
“ae green.. 


22 


(5)22-23 


13.75 


16.5 


22 22 22 
20(2) 20(2) 20(2) 
19.5 19.5 19.5 


(5)22-23 


(5)22-23 





Neutral Olle—Conventional—Pale Olls 
60-85 vis. 


13.75 13.75 13.75 
14 14 14 
14.75 14.75 14.75 
15 15 15 
15.25 15.25 15.25 
15.5 15.5 15.5 
15.75 15.75 15.75 
16 16 16 
(2)17.5-18.5(3) (2)17.5-18.5(3) (2)17.5-18.5(3) 


(3)17.75-18.75(3) (3)17.75-18.75(3) (3)17.75-18.75(3 


16.5 16.5 16.5 


Gulf Coast—Solvent Refined Oils from Mid-Continent grade crude; FOB ship at Gulf 


for export. 


Bright Stock vis. at 210° 


150-160 vis 
0-10 p.t., $5 vi. 


23(6) 


23(6) 23(6) 23(6) 


LUBRICATING OILS 


Dec. 
Neutral Olis—Vis. at 100 8 v.13 0-10 p.t.s 


South Texas 


Vis. at 100° F FOB 8. Tex. refineries for domestic and/or export shipment. 


Pale Olls: 
100 vis. No. 14 












(2)20.5-21.5 


12. 25(6) 
13.75(6) 
14,25(6) 








12.25(6) 
13.75(6) 
14.25(6) 





Dec. 2 
19(5) 19(5) 
19.5(5) 19.5(5) 
20(6 20(6 
(2)20.5-21.5 (2)20.5-21.5 


12.25(6) 
13.75(6) 
14, 25(6) 















Nov. 25 








19(5) 
19.5(5) 
6) 
(2)20,5-21.5 














12..25(6) 
13.75(6) 
14.25(6) 





















14.75(6) 


14.75(6) 


14.75(6) 









14.75(6) 











2000 vis. No. 4 col. 


Red Olis: 
100 vis. No. §-6 





Gulf Coast, 
Cargoes 
Grade 115/145... 
Grade 110/130... 
Grade 91/96..... 
Baltimore, Md. 
Grade 100/130... 
Grade 91/96 
Grade 80.... 
Boston, Mass. 
Grade 100/130... 
Grad 96 





Grade 100/ 130. 
Grade 91/96... 
Grade 80........ 
Houston, Tex. 
Grade 100/130... 
Grade 91/96..... 
Grade 80........ 


15(6) 
15. 5(6) 
16(6) 


12.25(5) 
13.75(6) 
14. 25(6) 
14.75(6) 
15(6) 
15. 5(6) 
16(6) 








15(6) 
15.5(6) 
16(6) 


12. 25(5) 
13.75(6) 
14.25(6) 
14.75(6) 
15(6) 
15.5(6) 
16(6) 








15(6) 


15. 5(6) 
16(6) 


12.25(5) 
13.75(6) 
14. 25(6) 
14.75(6) 
15(6) 
15.5(6) 
16(6) 


AVIATION GASOLINE 


Dec. 16 


(MIL-F-5572) 


Dec. 9 Dec. 2 
19.1 19.1 
17.6 17.6 
17.1 17.1 
19.2 19.2 
17.7 17.7 
17.3 17.2 
19 18 
17.5 17.6 
17 17 
18 18 
16.5 16.5 
16 16 














15(6) 


15. 5(6) 
16(6) 










12.25(5) 
13.75(6) 
14.25(6) 
14.75(8) 
15(6) 
15.5(6) 
16(6) 




















Nov, 25 

























(GORBETT BROS| 


GORBETT BROS. invite your inquiries about ANY 
kind of Semi-Trailer Tank you may need in your 
hauling operation. GORBETT BROS. Tanks are cus- 
tom designed and built for specific jobs and needs. 
Present your Tank problems to GORBETT BROS. 
and they will design and build what you need. 


GORBETT BROS. 


Tank Manufacturing Co., Inc. 
Dept. E, 2548 N. E. 28th Street * Phone MArket-1238 * Fort Worth, Texas 






































This Is Your 
Market Placel 


Write today for Advertising 
Space Rates. 
NATIONAL PETROLEUM NEWS 


330 West 42nd St., 
New York 36, N. Y. 



























306 N. ROBINSON 


OKLAHOMA CITY 





SOLVENT NEUTRALS 
AND BRIGHT STOCKS 
MULTI-PURPOSE OILS 
CYLINDER STOCKS 






1] 44 tole Gio) | Miele] VN. bf 


@ PHONE REgent 6.1491 
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Dec, 16 

New Orleans, La. 
Grade 100/130... 18 
Grade 91/96..... 16.5 
Grade 80........ 16 
New York, N. Y. 
Grade 100/130... 19. 1(2) 
Grade 91/96..... 17.6(2) 
Grade 80........ 17.1(2) 
Norfolk, Va. 
Grade 100/130... 19.1 
be i ee 17.6 

OS 17.1 
Toledo, Ohie 
Grade 100/130... 18.85 
Grade 91/96..... 17.35 
Grade 80........ 17.35 






















Gulf Coast, Dec. 16 
Cargoes 
Grade JP-4...... 8.875-9.25 





Dec. 16 
Baltimore, Md. 
Mineral spirits... 16.5(4) 
Boston, Mass. 
V. M. & P. 
naphtha....... 18.5(4) 
Mineral spirits... 17.5(5) 





New York Harbor 
V.M. & P. 


Philadelphia, Pa. 


Vv. M. & P. 

naphtha....... 17.5(4) 
Mineral spirits. . . 16.5(5) 
Providence, R. i. 
V. M. & P. 

naphtha....... 19.5 
Mineral spirits... 17.5(5) 
FOB Group 3 


Stoddard solvent . 12.375(4) 
Cleaners naphtha 12.875(3) 
V. M. & P. 















naphtha....... 12.8754) 
Mineral spirits. . . i 3 nerf 
Rubber solvent... 12.875 


Western Penna. 
Oil City 
Stoddard solvent. 16 


Pittsburgh: 
Stoddard solvent. 16(3) 


V. M. & P. 

naphtha....... 18 
Mineral spirits. . . 18 
Stoddard solvent. 17 
Rubber solvent... 15.875 


E. Tex. (Truck transport lots) 
Stoddard solvent 12.25 








Cent. W. Tex. (Truck transport lots) 
Stoddard solvent 11.5 


Dec, 9 


18 
16.5 
16 


19. 1(2) 
17.6(2) 
17. 1(2) 


19.1 
17.6 
17.1 
18.85 


17.35 
17.35 


**November 18 prices: 100/130, 18.85; 91/96, 


JET FUEL 
(MIL-F-5624) 


Dec. 9 


8.875-9.25 


Dec. 9 


16.5(4) 


18.5(4) 
17.5(5) 


17.5(4) 
16.5(5) 


19.5 
17,5(5) 


12.375(4) 
12.875)3) 


12.875(4) 
11.875(4) 


16 


16(3) 


18 
17 


17 
15.875 


12,25 





11.5 


PARAFFIN WAX 





Dec. 16 


Western Penna. (t.o. In bulk) 


124-6 AMP white 
crudegeale.... x5.65-5.75(3) 





January, 


1956 © NATIONAI 





Dec. 9 


5.5-5.75( 


REFINERY AND TERMINAL 


(November 18 prices unchanged from November 11 except as noted.) 
AVIATION GASOLINE 
(MIL-F-5572) 


Dec. 2 


18 
16.5 
16 


19. 1(2) 
17,6(2) 
17. 1(2) 


19 
17. 
17 


—-De— 


18.85 
17.35 
17.35 


7.35; 80, 17.35. 


Dec. 2 


8. 875-9.25 


NAPHTHAS & SOLVENTS 


Dec. 2 


16.5(4) 


18.5(4) 
17.5(5) 


17.5(4) 
16. 5(5) 


19.5 
17.5(5) 


12.375(4) 
12.875(3) 


12. 875(4) 
11.875(4) 


875(4) 


16 


18(3) 


Ohio— uotations of 8. 0. Ohio for delivery to Ohio points. 


18 
17 
17 
15.875 


12.25 


Dec. 2 


PETROLEUM NEWS 


19. 1(2) 
17.6(2) 
17.1(2) 


Nov. 25 


8.875-9.25 


Nov. 25 


16.5(4) 


18.5(4) 
17.5(5) 


17.5(4) 
16. 5(5) 


19.5 
17.5(5) 


12.375(4) 
12.875(3) 


12.875(4) 
> pana 
875(4) 


(4) 12.875(4) 12. 
Lacquer diluent... (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 213. 125-13.375 
Benzol diluent... (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 


Nov. 25 





PARAFFIN WAX 
Atlantic Seaboard 


Melting points are AMP, 3° higher than EMP. Prices for carload lots. Domestic prices 
FOB refinery; seale in ba 8 or bbis.; fully refined, slabs loose. Export prices FAS; scale in 
bags or bbis.; fully refined in bags or cartons. 


Dec. 16 Dec. 9 Dec. 2 Nov. 25 
New York Domestic 
ar a \ oun crude 
ce aiwaeea 7.1-8.1 7.1-8.1 7.1-8.1 7.1-8.1°* 
8 ‘fully refined 7.95-8.45 7.95-8. 45 7.95-8.45 7.95-8.45 
125-7 full _ 8.45(3) 8.45(3) 8. 45(3) 8. 45(3) 
ao 
errr 8. 45(3) 8. 45(3) 8. 45(3) 8. 45(3) 
1305 ned refined 8.55(3) 8.55(3) 8.55(3) $.55(3) 
135-7 fully refined 8.55(3) 8.55(3) 8.55(3) 8. 55(3) 
138-40 fully 
refined........ 8.55(3) 8.55(3) 8.55(3) 8.55(3) 
143-65 fully refined 8.55(2) 8.55(2) 8.55(2) 8. 55(2) 
149-51 1 fully 
refined........ 10.55 10.55 10.55 10.55 
**November 18 price: 124-6 white crude scale, 7.1-8.1 
New York Export 
124-6 white crude 
ecale........ (4)6.6-6.75 (4)6.6-6.75 (4)6.6-6.75 (4)6.6-6.75 
123-5 fully refined  8-8.26 8-8.25 8-8.25 8-8 .25 
125-7 = refined (2)8-8.45 (2)8-8.45 (2)8-8.45 (2)8-8.45 
a — 
refined....... (2)8-8.45 (2)8-8.45 (2)8-8.45 (2)8-8. 45 
130-32 fully 
refined........ (2)8-8.45 (2)8-8.45 (2)8-8.45 (2)8-8.45 
133-5 fully refined (2)8-#.55 (2)8-8.55 (2)8-8.55 (2)8-8.55 


135-7 fully refined 8.25-8.55(2) 8.25-8.55(2) 8.25-8.55(2) 8. 25-8 .55(2) 
138-40 fully 


refined . . . 5-8 .55(2) §.25-8_55(2) 8.25-8 55(2) 8. 25-2. 55(2) 
143-5 fully refined 


2 
25-8. 55(2) 8. 25-8. 65/2) 8.25-8 55(2) 8.25- 8. 55(2) 


PETROLATUMS 
Dec. 9 








Dec. 16 Dec. 2 Nov. 25 





Western Penna. 
Bbls.; carloads; tank cars, 2¢ less. 


Snow white...... (2)7.75-8.125 (2)7.75-8.125 (2)7.75-8.125 (2)7.75-8.125 
Soft white....... (2)7.375-7.75(2 (2)7.375-7.75(2) (2)7.375-7.75(2) (2)7.375-7.75(2) 
Lily white....... (2)7.25-7.625 (2)7.25-7.625 (2)7.25-7.625 (2)7.25-7.625 
2 eee (2)6.25-7.125(2) (2)6.25-7.125(2) (2)6.25-7.125(2) (2)6.25-7.125(2) 
Soft yellow...... (2)5.875-6.125  (2)5.875-6.125 (2)5.875-6.125  (2)5.875-6.125 
Light amber..... (2)5.875-6.25 (2)5.875-6.25 = (2)5.875-6.25x — (2)5.875-6.125 
BONE coos ceaccs (3)5.625-6 (3)5.625-6 (3)5.526-6x (2)5.625-5.75 
| 5.375-5.75 §.375-5.75 5.375-5.75 5.375-5.75 












DAILY Prices 


use Platt's 


OILGRAM 


Price Service 


for Complete DAILY Oil Prices Direct 
from the World’s Leading Oil Centers 


Timely, reliable market information delivered to your 
desk by fastest mail—every morning! 


Accurate daily reporting of more than 800 prices of 
refined petroleum products .. . 


* 

* 

% Plus up-to-the-minute news of events affecting oil 
prices and markets. 

* 


SPECIAL! Try OILGRAM for two weeks at our ex- 
pense. Learn first-hand how valuable it can be. 


Platt’s OILGRAM Price Service 
McGraw-Hill Publishing Company 
330 W. 42nd St., New York 36, N. Y. 


Yes—/ want to try the OILGRAM Price Service. Please 
send me a two-week subscription without obligation. 


NAME 
COMPANY 
STREET 

CITY ‘ STATE 


TITLE 
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Prices for gasoline do not include taxes; 
inspection fees as shown in next column. Gasoline taxes, shown in separate 
column include 2¢ federal and state taxes; 
as indicated in footnotes. Kerosine tank wagon prices also do not include 
taxes; kerosine taxes where levied are indicated in footnotes. 
These prices in effect December 15 
as posted by principal marketing companies at their headquarters’ 
but subject to later correction 


if any, are shown in footnotes. 


Casoline 


Taxes T.W. T.W. T.W. 


New York City: 
Manh 


Queens...... 

Richmond. 
Albany, N. Y. 
Binghamton... 
DONOIO...00. 
Jamestown... . 
Mt. Vernon.... 


Plattsburg..... 


Rochester... .. 
Syracuse...... 


Socony Mobil 


Bridgeport, Conn.8. 


anbury...... 
Hartford...... 
New Haven.... 
Bangor, Me.... 
Portland...... 
Boston, Mass. . 
Concord, N. H. 
Lancaster... .. 
Manchester... . 
Portsmouth.... 


Providence, R. I. 


Burlington, Vt 
Rutland. . 


Tank ene Price es 


a odo ois acini elas Gea aiale 
. M. & P. Naphtha 


Taxes: N.Y.C. 


Discounts: Mobile Kerosine— 
Mobilfuel Diesel 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank 


© © 00 00 
MNASSSOSOOOOOOS OO OOS OOO OSOSO 


7. 
7. 
7. 
7 
6. 
PB 


23.5 
23.6 


23.5 


Mobilgas Aircraft 
Grade Grade 
91 








also city and county taxes 


—fe} prices TANK WAGON 


they do, 


T.C, 


15. 
14, 
16. 


am: 


> QIAKE: : 


4 
6 
1 


Buffalo 


19.5 


21.5 


Om COCO AIO Oe DOWD Ro mONNMOOCOOOS 
_ 
a 


however, include 





Mobilgas 
(Regular Grade) 


Cons. Dir. 


Discounts 
1955 
’ offices, 


a 


C0: Me Deo: w: : 


+ COMM: 
oo 


- mwo:: 






Inspection fees per gal., included in a gasoline and kerosine prices 


unless otherwise specified, are as follow 


Kan. 
1/20c; 


1/40c on gasoline; Ark. 1/20c; Fla. 1/8¢; Ill. 3/100c; — 2/25c; 
1/32¢: Minn. 5/2000; Mo. 1/25e; Neb. 2/10 Oc; Nev. 
=? 1/4c; N. D. 1/20c; Okla. 2/25¢; S. 


C. 1/8; S. D. 1/40¢; 


Tenn. 3/5c; and Wise. 3/100c. 


*Mobil Kerosine 
T.C. ar 


il 
11 


12.4 
12.8 
Rochester 
20.5 
22.5 
prices are ex 3% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price ot gasoline (ex tax). 


New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5c for deliveries of 300 gals. or more. 
-All points, tank wagon less 0.5¢ for deliveries of 800 gals. 
wagon less 0.5c for deliveries of 300 gals. or more 


Mich 


*Mobilfuel 
Diesel 


a 
onon: ow: : 


+ Com cons ~comom: Om: 
: ‘wo: : 


_ 
oa 
a 


> @waro: 


inspection fees only; Ala. 1/2c; Fla. 1/8c; Towa 1/50c; 





s/V S/V 
*Mobilheat No.4 No.6 
(No. 2 Fuel) Fuel Fuel 
TW. T.c. Yard T.W. T.W. T.W. 
14.5 paar ee 14.1 x11.8 7.05 
14.5 ne 10.6 14.2 x11.8 7.05 
14.5 10.4 10.5 14.1 x11.8 7.05 
14.5 re aaa oes 14.1 x11.8 7.05 
14.6 10.3 10.6 14.2 10.86 7.05 
14.3 10.6 10.8 13.9 Poe 7.69 
14,7 11.1 11.1 14.3 
15.7 11.6 11.8 15.3 ee i0. 9 
eee 12 12.2 14.9 er 
14.8 BE 10.7 14.4 x11.88 
15.3 11.6 11.8 la nak 
15 11.4 11.6 14.6 
14.8 11.3 11.3 ia 
14.8 10.3 10.3 13.9 
14.6 10.65 10.65 14.2 
14.3 10.3 10.3 13.9 
15.1 ab.8 Pe 14.7 
14.5 10.5 14.1 
"14.6 10.4 *14.2 
15.3 er os 
16.2 ewe #15.8 
15.3 nk 14.9 
14.7 10.5 ane 14.3 
"14.6 10.4 vee, | So 
15.3 11.9 11.9 14.9 eos 
15.7 wens 12.3 15.8 ‘om ene 
Boston Hartford Providence 
19.0 20.0 19.5 
20.5 21.5 21.5 


Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. "Jamestown t.c prices are delivered prices, all other t.c. prices are FOB bulk terminals. 
Effective dates: 


Akron........ 
Canton..... 
Cincinnati. . 
Cleveland. . 
Columbus. 
al 
Mansfield . 
Marion. 
Portsmouth 
Toledo..... 
Youngstown 
Zanesville. . . 


Taxes: Hangar operators can purchase aviation gasoline 


to supplier. 


Discounts: Sohio Aviation 
Notes: Kerosine, Nos. 1 & 2 Fuels— 


Ohio Standard 


7 


AAIAIVIAIAVWA AAA 


®Nov. 23; xNov. 25; 


Gasoline 
Taxes 


0 
0 


.0 


0 
0 
0 
0 
0 
0 
0 
0 
0 
0 


“Dec. 9. 


75 
75 


TE 5 


75 
75 





Prices are for 100 gal. 


Aviation Gas.-Cons. T.W. 
Sohio 
Avia. 


80 


3.75 


Sohio 
Avia. 
91 

24.75 27 
24.75 27 
24.75 27 
24.75 27 
23.75 27 
24.75 27 
24.75 27 
24.75 27 
24.75 27 
24.75 27 
23.75 27 
24.75 27 
24.75 27 


*Commercial Consumer TC prices 15¢ higher. 


Con- 


on contract to hangar operators and resellers, 2c off consumer tw 
or more; for 50-99 gal., 


Naphthas & Solvents—Prices are for t.w. and drum deliveries of 500 gal. 


Indiana Standard 


Tank wagon prices listed below were obtained by 
of Indiana bulk plants where the company’s prices are publicly posted. 


Chieago, Il. 


South Bend, Ind. 


Detroit, Mich. 


Mpls.-St. Paul, Minn. 


Premium-grade gasoline prices: 


Des Moines, Ia... . 


St. Louis, Mo....... 


Wichita, Kans. 
Omaha, Nebr... 
Fargo, N. D. 
Huron, S. D... 


Milwaukee, Wisc... . 
Effective dates: *Nov. 
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Red Crown 
(Reg. Grade) Gaso- Kero- 
. I . 


7; “Dec. 


dir. sine 1-99 
T.W. Taxes T.W. gals. 
16.8 7.0 6 sf 

.7* 6.0 6 16 
8 8.0 8 15 
.9* 7.0 .O 15 
9* 8.0 .6 14 
4 6.0 6 14 
9* 7.0 .9* 13 
8 8.0 5.3 18 
5.1* B.0 9 16 
3. ¢2 8 16 
17.3 8 0 6. TS. 
s ; xDec. 8. 


* * 


TH ros SONOS. 


NPN correspondents who visited Standard 


100 100- 
gals. 174 


& over gals. 


ee 14.5* 
13.9* 
13.9 
12.1 
x12.94 
14.6 Ae 
14.9 


{Price f is for 100- 189 gal.; 





consumer t.w. & s.s. 3¢ above regular, resellers 





Standard Furnace Oil—— 
175- 
849 
gals. 


13.8* 





00 00 00 G0 G0 G0 00 00 00 0 00 to Go 
© 69 © 69 69 09 69 00 Go G9 69 G0 00 


.5¢ above regular. S.s. prices are at company operated stations. 


190 gal. & over, 12.8¢. 


NATIONAL 





Sohio X-Tane Gasoline 


Kerosine No. 1 No. 2 

Tews Sohio- Sohio- 

S.S. Heat Heat 
19.9 15.3 16.3 14.3 
19.9 15.3 15.3 14.3 
20.9 15.3 15.3 14.3 
20.9 15.3 15.3 14.3 
20.9 15.3 15.3 14.3 
19.9 15.3 15.3 14.3 
20.9 15.3 15.3 14.3 
20.9 15.3 15.3 14.3 
20.9 15.8 15.3 14.3 
20.9 15.3 15.3 14.3 
20.9 15.3 15.3 14.3 
20.9 15.3 15.3 14.3 
20.9 15.3 15.3 14,3 


less 5c per gal. State Road Tax by supporting purchase with State Tax Exemption Form A-10 


1-49 gal., add 2¢ 





Fuel Oils—T.W.—Chieago, Ill. 
Standar Standard 
Heater Oil Furnace Oil 


ee 16.6 15.6 
100-149 gals.......... 15.6 Cues 
150 i--¥ Tt. eee 15.1 err 
100-899 gals.......... nee 14.6 
400 gals. & over...... 6 en 14.1 
Stanolex Stanolex 
Fuel A Fuel C 
Cee x10.9 x9.75 
750 gals. & over...... «10.15 x9.0 


Taxes: St. Louis, Mo., gasoline tax includes le 
city tax. Des Moines, Ia., kerosine and furnace 
oil prices do. not include 7c state tax. State 
sales, and use taxes to be 
added, where applicable. 

Discounts: Red Crown—CTW prices at some 
points subject to varying discounts for quan- 
tity deliveries. 

Note: Premium-grade gasoline t.w. prices gen- 
erally 2c above regular. 

*“Temporary” price. 
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CHEVRON 
(Regular) Av. 80/87 Gaso- 
T. T line 
Taxes 


8. 


Standard of 
California 


400 Gals. & over 


San Fran., Cal..... 


Portland, Ore...... 
Seattle, Wash 


Bolse,. ni 

Salt Lake 

Honolulu, T. H..... 
Fairbanks, Alaska... 
Juneau 


- 
IAS 70 WOOO W-10000 


HoomaanarAnnone 
conoomnmosoocoe 


© © 00o1 S Coo CORO wm CORO A3 


Standard Standard 

Diesel Standard Stove 
Kerosine Fuel Furnace Oil 

7.7. OGT.E. F.t: 
(400 ‘gals. & over) (ex all taxes) 
18.0 14.5 
12.6 14.0 
13.8 15.3 
16.4 17.9 


San Fran. : 
Los Angeles. . 
Fresno....... 
Phoenix 

Reno. . 
Portland 
Seattle..... 
Spokane..... 
Tacoma... 
Boise 

Salt Lake.... 
Honolulu... . 
Fairbanks. . 
Juneau. ... 


B © 
AIAAARHAROHWAHAR 
00 00 60 <I IDEN BONO 


Taxes: 


Boise—8c gas tax applies to motor fuel only; 
avgas taxes are 2c federal, 2.5c state. 

Salt Lake—7c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c state. 

Honolulu—10.5 gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 3.5c terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial liquid fuels tax. All T.T. prices 
are ex Hawa'‘ian gross income tax of 1% to 
reseller, 2.5% to consumers. 

Alaska—7c gas tax applies to motor fuel only 
avgas taxes are 2c federal, 3c _ territorial. 
Standard Diesel/furnace oil prices are ex 5c 
territorial. 


Notes: 


Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5c differential applies 
to 40-399 gal. deliveries; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5.0c for 
less than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
2.79¢ gal. higher, except at Boise and Salt Lake 
which are 2.59c gal. higher than Chevron 
(Regular) for quantity delivered. For less than 
40 gal. deliveries, add 5.0c gal. to 400-gal-and- 
over price, except at Honolulu, add 50.0c gal. 
for less than 40 gals. (Marine) and less than 
100 gal. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0c for 91/98, 
5.0c for 100/130 and 8.0c for 115/145. 

Kerosine—T.T. prices apply to deliveries of 
400 gals. and over. For other deliveries: less 
than 40 gals., and llc. 200-399 gals., add 3c 
40-199 my add 6c; tank car/truck trailer, 
deduct 3 


rere Diesel/Furnace Oil and Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 gals., 
add 1c; 200-399 gals., add 0.5c; less than 40 
gals., add 5c. 


"Standard No. 2 Burner Oil. 


Fire-Chief Gasoline 
(Regular Grade) 
Dealer Gasoline 

f Taxes 


Texas 
Co. 


Dallas, Tex. 
Ft. Worth. oa, 
Wichita Falls... 
Amarillo 

ler. 


Kerosine 
Dealer 


San Antonio 
Port Arthur 


Notes: Dealer t.w. prices apply also to all 
classes of eonsumers with minimum delivery 
of 50 gals. 


Premium-grade gasoline 
above regular. 


| Wonewowoooun 4 

AIQAAIAIVAWAIAAAIA 

ecococeccoceocoe 

coco co cote co coescococoee & 
a] 


t.w. prices 2.5c 
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imperial 
Oil subtract 1/6th.) 


(Esso Gasoline 
Regular Grade) 


Dealer Gasoline si 
B 


F.We 

St. John’s, Nfid. 
Halifax, N. S.. 
St. John, N. B.. 
Charlottetown, P.E.I. 
Montreal, Que.. 
Toronto, Ont... 
Hamilton, Ont. 
Winnipeg, Man..... 
Brandon, Man.. 
Regina, Sask. ....... 
= eg Sask. pea 

Calgary, Alta. 
Edmonton, Alta 
Vancouver, B. C. 


a PP OVIORAOMHAIVAIA 
coooceoosooooes 


(Prices are per imperial gal.; to 


arrive at price per U. S. gal., 


POND NOY 1 00 OOM MPO -3-3-3 * 


Taxes: 
Notes 


regular. 


* Price is for premium grade 


Humble 
Gasoline 
Regular 


Humble Cini 
Oil line 


Tank 


Gasoline taxes are provincial taxes. 


Premium-grade gasoline t.w. prices 3¢ abeve 


Kerosine 


Re- 


r.W. Retail Taxes Wagon tail 
7.0 


7.0 
7.0 
70 


13.3 
13.3 
13.3 
13.3 


19.9 
19.9 
20.0 
20.3 


Dallas, Tex. 
Ft. Worth 
Houston 

San Antonio. 


Notes: 


17.5 
17.5 
17.5 
17.5 


T.W. prices are to all classes of dealers and 


‘onsumers. 


Premium-grade gasoline t.w. price 


above regular. 


2.5¢ 








PETROLEUM 





SEATTLE 


SAN FRANCISCO 
e 


LOS ANGELES 
e 


trimmed—-safely! 


WRITE, WIRE OR PHONE 
for samples and details, without 
obligation. Important: We do 

t “high-pressure” our pros- 
pects. We tell you the merits 
of our proposition and let you 
be the judge. 





CUT YOUR FREIGHT COSTS ! 


PHILADELPHIA 
@ 
CHICAGO 


FALLING ROCK,/W. VA. 


NEW ORLEANS 


Elk has modern storage facilities located at the points 
indicated on the map above. These modern, nearby facili- 
ties can save you freight and also keep your inventories 


Our sensible customer-supplier agreement protects you 
against sudden market price increases and immediately 
gives you the benefit of price decreases. 


ELK 


REFINING COMPANY 


Charleston 24, W. Va. 
Refiners of Highest Quality Pennsylvania Grade 
Petroleum P.G.C.0.A. Permit No. 25 
FOUNDED 1913 
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—fe] prices TANK WAGON 


Atlantic Atlantic 

Gasoline Kero. & 

Refining ; Pegs Grade) No. 1* No. 2* 
a Dir. Fuel Fuel 


T.W. Taxes T.W. 


x15. 
x15. 
x15. 
x15. 
x15. 
x15. 
x15 
x15. 
x15 


Allentown, 
Pa. x | 
14.65 
.65 
Greensburg... .65 
Harrisburg.. 1 
Philadelphia x15. 
ee ‘ ~ 
Readin é 
Wilkes Barrexls, 
Williamsport 15. 
=— 


Hartford, 
Conn... .. 815 
New Haven. 15. 


3 
5 
65 
3 
6 

6 

9 


pb POOROOCOR 


we © 


= | 
8 
Mass 15 
Sprngte "15. 
Prov. 915 
ase N. J. 15. 
15 
Albany, N.Y. 16. 
Binghamton. 16. 
Buffalo . 16 
Elmira...... 
Rochester. . . 
Syracuse... . 
atertown.. 
Baltimore, 


eneahhowewne ~~ © COCR OCRE 


oro mcm ocoroN: : : 


= 


nan» neranpouneoos 
CO OD DB AAAARAMAAAID WHO ~1 WHMWMMCDCMDDODD 


©O0 © © © SeeeSeOoSSOCSOS Co & ScoeScoSooSoSoSO 


co we tom eon been oan cn roe: 


moo 


a~ 
wes 


Heavy Fuel Oils—T. 
No. 5 
Philadelphia, Pa. 


Notes: 


Premium-grade gasoline t.w. prices 2.5¢ 
above regular, except Florida 2.25c. 


Kerosine—Thru Pa. & Del., add le per gal. 
for t.w. deliveries of less than 100 gals. at one 
time. Camden—Add Ic for deliveries of 100-299 
gals., 2c for less than 100 gals. 

Mineral Spirits prices also apply to Stoddard 
Solvent. 


Effective dates: [Nov. 24; *Dec. 6: "Dec. 10; 
xDec. 12; *Dec. 14. 


c rown Gaso- 
line 
Taxes 


Kentucky 
Standard 


Covington, Ky... . 
Lexington 

Louisville 

Paducah... 

Jackson, Mi 
Vicksburg 
ceenam, ee 


_ 


Montgomery 
Atlanta, Ga 


_ 
COCCMBOMOKKocwevuocee 


SOM mm ISMN OROOONOM 
coocoumamoscoooocoseo 
MAMAAAWNWRAOAA MONOD * 


Taxes: 

Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, lc 
county; Montgomery, le city le county; 
Pensacola, lc city. Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, 
kerosine, le; Mississippi, kerosine 0.5c. 


Cont’l (N.B. Prices are Continental’s tank- 

“ wagon prices. Current selling price 

Oil may vary form those shown because 
of local conditions.) 


Conoco Demand 
N-Tane (3rd Gaso- Kero- 

(regular) Grade) line i 

Tank Wagon Taxes 

Denver, Colo.... 16. 9 8. 
Grand Junc 19 38 
4 
5 
5 


Cheyenne 
Billings, Mont... 
1 


Great Falls... 
Helena.... 
SaltiLake, | 
Twin Falls, Ida.. 
Albuquer, N. M..® 


=) Con 
COWS OWO ONO PO 


eee Okla.. 
Oklahoma C ome 
Tulsa. . 

Effective dates: xNov. 14; ®Nov. 
Taxes: 

Gasoline tax column includes these city 
taxes: Albuquerque & Roswell, 0.5c; Santa 
Fe, le. Cheyenne, 1c; Casper, Ic. 


MASCMMOSCOCOSOCSOOOSS 
CAMAMMBWOARAMOAONRO 


8 

8. 
8. 
8. 
9. 
9. 
9. 
9. 
a 
8. 
8 

8. 
9. 
8. 
8. 
8 


on 


tr 
or 








NTAL ARK 


TRACE MARK REG U 5 PAT D 


WHISTLING “ety aoe SIGNAL 
Duer 4.000.000 | 


have C1 fut toate 








Re 
to 30% on delivery 
costs. Assures safety and cleanliness, too! 
VENTALARM Signals are Underwriter's 


and approved by 
Leading Fire and Safety Authorities. 





Saves from 15%, 


Laboratories Listed, 


A full variety of models to satisfy every 


tank condition, new or old. 


FULL PATENT PROTECTION 














SCULLY SIGNAL COMPANY 


174 Green Street, Melrose 76, Mass. 
Canadian Branch: SCULLY SIGNAL LTD., 286 King St. W., Toronto, Ontarte 





gr ean a ar 
Se SNS Se NR EC Pere 





Discounts : 

Salt Lake City and Twin Falls gasoline and 
kerosine prices apply for deliveries of less than 
200 gals. ; 200-399 gals., deduct 0.5c.; 400 gals 
and over, deduct le. 


Notes: 


T.W. prices are to consumers and dealers 
Premium-grade gasoline t.w. prices 2.f¢ 
ubove regular, except N. Mexico 3.0c. 


Esso Gasoline 


Esso (Regular Grade) 
Gasoline 


Standard Cons. Dir. 
T 


Atlantic City, N. J.. 


on 
coo 


Baltimore, Md.. 
Cumberland. . ‘a 
Washington, D. C.. 
Danville, Va 


- 


oc: 
an 


a 


Richmond. . 
Roanoke. . : 
Charleston, w. Va on 
Fairmont 


an 


ANNMRIoCHONDARKOCALAe 


ao 


Hare Hwan wo rane 


Salisbury 
Charleston, S. C 
Columbia 
Spartanburg 

New Orleans, La... . 
Baton Rouge 
Alexandria 

Lake Charles 
Shreveport. . 

New Iberia 
Knoxville, Tenn..... 
Memphis 
Chattanooga 


wre DONO ed 


or 


wo 


DOOGOGOSOOOSOSOOHOOOSOOOHOOSOSOCSCHH HDD DDDHDHHOHAG 
CARD MerERa: 


nmococsooocosooseeosooooseoosoosoososoSooosooooS 


nw 


Little Rock, Ark... . 


FUEL OILS —T.W. 
No.1 No.2 No.4 No.6 


Atlantic City, N. J. 14.2 13.8 oss 
Neowark........... 14.2 13.8 x$4 084 $3. 236 
Baltimore, Md..... .... 13.85 x4.42 3.28 
Washington, D. C.. 14.35 x4.50 x3.38 
Danville, Va....... ... 14.9 
Petersburg 5.05 14.3 
Norfolk 5 18.5 

13.9 

15.6 

14.3 

14.6 

14.9 

, 14.8 

Salisbury ; 14.3 
Charleston, S.C... .... 13.6 
Columbia ie 15.1 
Spartanburg..... ‘ 14.0 


xEffective Nov. 22. 


Taxes: Louisiana kerosine prices do not in- 
clude lc state tax. 


Notes: Kerosine No. 1—Atlantie City prices 
are for deliveries of 300 gals. or more; add lc 
for 100-299 gals., 2c for less than 100 gals. 


Premium-grade gasoline t.w. 
abeve regular. 


prices 2.5c 
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CRUDE OIL Domestio—in $ per bbl. of 42 U. S. gals. at the well. 


SCHEDULE 
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23-23 .9. 
Below 24 
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Prices are shown by states and by general 
areas in most states. Details of fields where 
each company posts and exceptions to gravity 
schedule as shown above will be furnished on 
request to NPN. 


GRAVITY SCHEDULES 
ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 
Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


KANSAS—AII fields 
Schedule A: Carter, 
nental, Gulf, Phillips, 
Stanolind, Texaco. 
2¢ below Schedule C: 


Cities 
Pure, 


Conti- 
Sinclair, 


Service, 
Shell, 


Sohio. 


LOUISIAN A—Central 

Catahoula Lake & Other Fields: 
Schedule N: Esso. 

Hamphill & Other Fields: 
Schedule O: Esso, Gulf, Stanolind. 

Olla & Other Fields: 
Schedule P: Ark. Fuel. Esso. 

LOUISIANA—Coastal 

Edgerly & Other Fields: 
Schedule F: Gulf. 

Eunice & Other Fields: 
Schedule E 

Sun. 


(24-29 gravity): Cities Service, 


LOUISIAN A—East 

Delhi & Other Fields: 
Schedule N: Esso, Sun 

Fairview & Other Fields: 
Schedule O: Esso. 


LOUISIANA—North 

Athens-Petit & Other Fields: 
Schedule M: Esso, Gulf. 

Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia. 


LOUISIANA—South 

Schedule P: Cities Service, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


MISSISSIPPI—Eucutta & Other Fields 
Schedule Q: Esso, Gulf. 
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MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: 


Esso. 


MONTAN A—Sweet Crude 
Schedule A: Carter, Phillips, Ohio Oil, Stan- 
olind, Texaco. 
MONTAN A—Sour Crude 
Schedule R: 
Stanolind. 
NEBRASKA—AII fields 
Schedule A: Pure, Sinclair. 


Carter, Continental, Ohio Oil, 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, 
nental, Gulf, Humble, Magnolia, Phillips, 
Shell, Sinclair, Stanolind, Texaco. 


Conti- 
Pure, 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 
NORTH DAKATO—AII fields 

Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, 
nental, Gulf, Magnolia, Phillips, Pure, 
Sinclair, Stanolind, Sun, Texaco. 


Conti- 
Shell, 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Mag 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco. 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair 


TEXAS—Gulf Coast 
Aldine & Other Fields: 
Schedule P: Pan American, 
lind. 
Anahuac & Other Fields: 
Schedule F: Cities Service, Gulf, 
Magnolia, Pan American, Phillips, 
public Shell, Sinclair, Sun, Texaco. 
Arcola & Other Fields : 
Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 
Goose Creek & Other Low Cold Test Fields: 
Schedule E (24-30 Gravity): Humble, Pan 
American, Stanolind, Sun, Texaco. 
Hastings & Other Fields: 
Schedule E (24-40 Gravity): Atlantic, Gulf, 
Humble, Pan American, Stanolind 


Phillips, Stano- 


Humble, 
Pure, Re- 


NEWS 


TEXAS—North, North Central 


Schedule A: Continental, 
Sinelair, Stanolind, Texaco 


Gulf, Magnolia, 


TEXAS—Northeast 
(Asphalt Crudes) 
Cayuga & Other Fields: 
Schedule K: Pan American. 
Taleo & Other Fields: 
Schedule L: Humble, Texaco. 
TEXAS—Panhandle 
Schedule A: Gulf, Humble, Magnolia, 


lips, Texaco. 


Phil- 


TEXAS—Southwest 
Bianconia & Other Fields: 

Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 

Schedule H: Humble, Sun. 
Mirando & Other Crudes. 

Schedule G (24-29 Gravity): 
nolia, Sinclair, Sun, Texaco. 
Refugio & Other Crudes: 

Schedule G (20-40 Gravity): Atlantic, Cities 
Service, Humble, Phillips, Republic, Sinclair, 
Sun. 


Humble, Mag- 


TEXAS West Central 
Schedule A: Humble, 
Texaco. 


Magnolia, Stanolind, 


TEXAS—West Texas Sweet 

Schedule A: Atlantic, Cities Service, 
Humble, Magnolia, Phillips, Pure, Shell, 
clair, Stanolind, Texaco. 


Gulf, 
Sin- 


TEXAS—West Texas Intermediate 

Schedule D: Atlantic, Cities Service, 
Humble, Magnolia, Phillips, Pure, Shell, 
clair, Stanolind, Texaco. 


Gulf, 
Sin- 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, 
Humble, Magnolia, Ohio Oil, Phillips, 
Shell, Sinclair, Stanolind, Texaco. 


Gulf, 
Pure, 


WYOMING—Sweet Crude 
Schedule A: Carter, Continental, 
Pure, Sinclair, Stanolind. 


Ohio Oil, 


WYOMING—Sour Crude 
Schedule R: Carter, Continental, 
Pure, Sinclair, Stanolind. 


Ohio Oil, 


FLAT PRICES 
ARKANSAS 


Smackover (Ark. Fuel, Gulf) 





ILLINOIS 


Ill. Basin (Carter, Texaco, Ohio Oil, Shell, 
Magnolia, Pure, Ashland, Gulf, Sohio) 


Ill. (Sohio) 
Dudley field (Sohio) 
Plymouth (Ohio Oil) 


MICHIGAN 
Only lowest and highest postings of each com- 
pany are shown below. 
Bay Pipe Line: 

Elmwood 

Lake George, Stony Lake 
Leonard Pipe Line: 

Clare City 

Fork & other fields 
Pure: 

Adams & Deep River 

Coldwater 
Simrall: 

Grant 

Barryton-Sun Denslow 
Sohio: 

Coldwater 


PENNSYLVANIA—Penn. Grade 
Allegany, N. Y. (Sinclair) 
Bradford, Pa. (Seep, Tide Water) 
Eureka, W. Va. (Seep) 

Middle Penna. (Seep) 

Southwest Penna. (Seep) 

Ohio (Ashland) 


$2.50 
2.98 


2.62 


2.98 


Zanesville, 
INDIANA 
Ind. (Sohio) — 
3.04 TEXAS 
Benedum Condensate (Shell) 
Cayuga Condensate (Pan American) 
Chapel Hill: 

Condensate (Sinclair) 

Crude (Sinclair) 
Clay Creek (Sun) 
Conroe (Humble, Sun, Texaco) 


Darst Creek (Humble, Magnolia, 
Texaco) 


Quitman-Paluxy (Pan American) 
Tomball (Humble, Magnolia, Stanolind) 
Van (Humble, Pure) 

Willamar (Pan American) 


KENTUCKY 
Butler Co. 
Owensboro area (Ashland) 
Ragland Grade (Ashland) 
Somerset Grade (Ashland) 
Western Ky., all fields & pools (Sohio) 


2.48 
area (Owensboro-Ashland 3.06 


3.08 


MISSISSIPPI 

Baxterville: 
Condensate (Gulf) 
Crude (Gulf) 

Central Miss. Condensate: 
Fayette (Esso) 
Gwinville (Esso) 


LOUISIANA 

Bayou Pigeon (Republic) 

Bear (Continental) 

Bivens (Atlantic) 

Haynesville-Smackover Lime: 
Condensate (Ark. Fuel, Gulf) 
Crude (Ark. Fuel, Gulf) 

Neale (Atlantic) 

North Louisiana Condensate: 
Cotton Valley (Esso) 
Gloyd (Esso) 

South Louisiana Condensate 

Sweet Lake (Pure) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) 


WYOMING 

Big Sand Draw Condensate (Sinclair) 
Byron (Ohio Oil, Stanolind) 

Garland (Ohio Oil, Stanolind) 

Hidden Dome (Ohio Oil) 


OHIO 
Cleveland & other fields 


(Esso) 
(Sohio) 


Corning (Ashland) 


nr 


Urania (Ark. Fuel) 
Ville Platte (Continental) 


Corning (Seep) 
Lima (S.O. Ohio) 





Oregon Basin 
Texaco) 





rrnr 
ID 


nn 
ou 


(Ohio Oil, 


Stanolind, 





CALIFORNIA 


S. O. California prices effective. All gravities above those quoted take highest price offered for the field specified. 
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SCHEDULE 
Gravity 
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Schedule 


Gato Ridge 
Greeley.. 

Guijarral Hills 
Huntington Beach. 
Inglewood eh 
Kern Front.. 


Elk Hills mel 
Elk Hills (Stevens Zone). 1 
El Segundo 


Nempert--Cnher Than 
Anaheim Sugar Area.. 


162 


os 
@- - 
A 
t 


9 


wn 


Wwwecwccwocn- ---- +> 
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Schedule 


Pleasant Valley 
Race Track Hill 


Richfield 


Rosedale Ranch......... 
Round Mountain 

Santa Fe Springs 

Santa Maria Valley 

Seal Beach 
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Schedule 
Signal Hill (Long Beach). 19 
Tejon Hills 17 


Wasco 


West "Cat Canyon (Sis- 
quoc Zone) 4A 
West Coyote. . 


Wheeler Ridge. 
Whittier 
Wilmington 


1956 











Venezuelan Crude Prices 


Prices per bbl. for cargo-lot quantities, FOB 
vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without 
notice, and to availability and other terms stated 
below; 2¢ per bbl. differential per degree of gravity 
applies for gravities below and above those shown, 
except as noted. Prices for crude oil sold at points 
other than those indicated subject to variation 
from prices shown below to reflect any change in 
transportation and terminalling requirements. 


Colon Development Co. Lid. 
FOB Cardon 


Comite 
Crude PI Price (BbI.) 
West Tarra..... Pn 0-40.9 $3.05 


La Cruces/ 
Los Manueles. .30.0-30.4 2.50* 
Compania Shell de Venezuela 
FOB Puerto La Cruz 
San Joaquin..... 4! .0-41.9 3.04 


a $2 .0-32.4 2.67* 
FOB Cardon 
Paconsib........ 33 .5-33.9 2.708 
Lagomar........ 31.0-31.4 2.55* 
| | SR 29 .5-29.9 2.40* 
Cabimas........ 22.0-22 4 2.15* 
Lagunillas.......approx. 15 1.90** 
Bolivar Dist. 
Heavy........12.5-12.9 1.70° 


Creole Petroleum Corp. 
FOB Las Piedras or Amuay 
Bachaquero. ....16.5-16.9 1.90° 


Tia Juana 

eee 18.5-18.9 2.11° 
Lagunillas 

Heavy........Flat 2.05 
ee 29.5-29.9 2.40* 

FOB Amuay 

Tia Juana 

Medium..... 26 .5-26.9 2.30* 
Tia Juana 102 


| 3) RRR 25 .0-25.4 2.52* 
Tia Juana Light .31.0-31.9 2.55 


CRUDE OIL Foreign—in $ per bbl. of 42 U. S. gals., except as on 


Gravity 
Crude API Price (Bbl.) 
FOB Tucupido 
Cumarebo .48.0-48.9 $3.40 
FOR yer r La Cruz 
San Joaquin... 0-41.9 3.04 
. | 35. -0-85.9 2.80 
Guanipa....:...31.0-31.9 2.55 
y | name . .24.5-24.9 2.25 
FOB C azipite 
re 36. 0-36 2.82 
ee 32.0-32. 3 2.82 


Quiriquire., ..16.5-16.9 2.21°¢ 
FOB Boca de Uracoat 
Temblador . .20.5-20.9 2.05* 
FOB Capure (Pedernales) t 
Pedernales. .....21.0-21.4 1.84* 
Mene Grande Oil Co. 
FOB Puerto La Cruz 
Santa Rosa Sta- 
bilized Con- 


densate.......Flat 3.10 
Anaco Wax 41.0-41.9 3.04x 
Oficina.........36.0-86.4 2.848 
ee 30.0-30.4 2.57* 
pO re 24.0-24.4 2.27* 
Merey.... ...18.0-18.4 1.954 


FOB Caripito 
20.5-20.9 2.30* 
FOB Las Piedras 
9 a 


Temblador 


Bachaquero.....14.5-14 1.76° 
TOMATO... occcee 16.5-16.9 1.80° 
Lagunillas....... Flat 2.05 
Cabimas........ 20.0-20.4 2.05* 
Mies baarncan 29 .5-29.9 2.40* 


Socony-Mobil Oil Co. de Venezuela 
FOB Puerto La Cruz 
San Joaquin... ..42.0-42.9 3.06 
ee 84.0-34.9 eer ere 


Differential per 4 deg. grav.: ®2¢ bbl. *2.5¢ bbl. 
“3¢ bbl. *3.5¢ bbl. xDifferential applies for each 
full 1 deg. grav. above 41.0 and for each full 4% 
deg. grav. below 41.4. tShallow draft only. **Flat. 
Applies for current deliveries only; price for 
deliveries to be made on and after Jan. 1, 1956 is 
$2.05. 


Canadian Crude Prices 


Pos tings of Imperial Oil Ltd. Prices are in Cana- 
dian dollars per bbl. of 35 Imp. gal. 


Alberta 

Acheson /Stony Plain D-2, D-3, L.C. 2.54 
Armisie L.C...... : sited nar ee 
i Rh TTT ETT TTT re : 2.49 
Excelsior D-2. m . 2.46 
Fenn-Big Valley D- 2, D- 3 viguacnue Ce 
Golden Spike D-2, D-3 ve weume eee decea mn 
Joarcam-North. . . uid a 2.46 
Joarcam-South Cp Tere Try . 2.45 
Joffre Viking. .... Saueaeaeas 2.305 


Leduc-Woodbend D-2, D-3 
Malmo D-2, L.C 

Malmo D-3.... 

New Norway D-2... 

New Norway D-3 


NHrONwONNN & - 
S o 
n> 


FR CAE s icc cisccescnceunns 52 
Pe ian cc ccnkdesdeeeuas 49 
Manitoba 

Daly area-Mississippian.................. 2.34 
East Cromer (Daly)-Mississippian 2.20 
Virden area-Mississippian 2.34 
Woodnorth-Mississippian . 2.25 
Ontario 

Oil Springs Receiving Station 3.00 
Sarnia by t. w. or t. ¢ 3.30 
12th Line Receiving Station......... 3.20 
Saskatchewan 

Riis. ncceaccndsanatudtecannen 2.38 
Gs ko vavenscesvesvandéuedaueans 2.26 


Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tankage, begin with 33-33.9 grav. at 
$2,665 with 2¢ differential per deg. of grav. to 
64 & over at $3.285. 





Middle East Crude Prices 


Prices are per bbl. of 42 U. S. gals., exclusive of 
local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for 
gravities shown; 2¢ per bbl. differential per degree 
of gravity applies for below and above those shown. 


Persian Gulf 
Crude Gravity Price 
Arabian (ex Restanura).. ....86-36.9 $1.97 
Esso Export, Soc-Vac. Overseas Supply. 
Arabian (ex Restanura)... . ..34-384.9 1.93 
M. E. Crude Sales. 


Basrah (ex Fao, Iraq)....... 
Esso Export. 


Iranian (ex Bandar Mashur)..... 34-84.9 1.91 
BP Trading Ltd., Esso Export, Shell Petroleum, 
CFP, Iranian Branch, Iran California Oil, Gulf 
International, Soc.-Vac. Overseas Supply, The 
Texas Co. (Iran), American Independent, Iran 
Atlantic, Richfield Iraq., Signal International, 
Sohio-Iran Trading, Tide Water-Iran, Hancock 
International, Pacific Western-Iran, San Jacinto 
Eastern. 


Iranian Light (ex Abadan)....... 34-34 .9 1.86 
BP Trading Ltd., CFP, Iranian Branch, Esso 
Export, Shell Petroleum, Gulf International, 

Iran California Oil, Soc.-Vac. Overseas Supply, 


. .86-36.9 1.92 





Crude Gravity Price 
The Texas Co. (Iran), Iran Atlantic, Richfield 
Iran, Sohio-Iran Trading, Tide Water-Iran, 
Hancock International, Pacific Western-Iran, 
San Jacinto Eastern. 


Iranian Heavy (ex Abadan)...... 31-31.9 1.67 
BP Trading Ltd., CFP, Iranian Branch, Shell 
Petroleum, Iran California Oil, Soc-Vac. Over- 
seas Supply, Tide Water-Iran, Pacific Western- 
Iran, The Texas Co. (Iran), Iran Atlantic, 
Sohio-Iran Trading. 


.----.86-86.9 1.92 
“Soe.-Vac. Overseas Supply. 


. -35-35.9 1.90 


Iraq (ex Fao. Iraq).. 
BP Trading Ltd., 


Iraq (ex Fao. Iraq)......... 
Shell Petroleum. 


Kuwait (ex Mina-al-Ahmadi)..... 31-31.9 1.72 
BP Trading Ltd., Gulf Exploration, Soc.-Vac. 
Overseas Supply. 

Qatar (ex Umm Said)....... . .40-40.9 2.08 

BP Trading Ltd. 


Qatar (ex Umm Said)........... 39-39.9 2.06 


Shell Petroleum, Soc.-Vac. Overseas Supply. 


Qatar (ex Umm Said)........... 86-36.9 2.00 
Esso Export. 








Eastern Mediterranean 


Crude Gravity Price 


Arabian (ex Sidon, Lebanon)... ..36-36.9 $2.39 
Esso Export, Soc.-Vac. Overseas Supply. 


Arabian (ex Sidon, Lebanon)..... $4-34.9 2.35 
M. E. Crude Sales. 


Iraq (ex Tripoli, Lebanon/ 
NE co cc cccccceves 36-36.9 2.39 


BP Trading Ltd., Esso Export, Shell Petroleum, 
Soe.-Vac. Overseas Supply. 


Far East Crude Prices 


Prices are in U. S. dollars per bbl. of 42 
U. S. gals., ex local port or other government 
charges, for crude within gravity range stated, 
loaded in full cargo lots, FOB port indicated 


Cie ciciccnscccseteesidhdaneg? Seria Light 
Company.... . Sarawak Oilfields Ltd. 
NTE cain ctkalce Ch Guenandeneaues . .87-38 
WO 66a cdc cvs eintvGetcews xdudeeencens $2.60 


. .Lutong, Sarawak 





The Next 


National 


News 





Petroleum FACTBOOK issue 


will be published mid-May 1956 


All NPN subscribers will receive copies at that time. 
Supplies of the 1955 edition of this oil marketing 
reference annual have been exhausted. 











NPN Gasoline Index 


Dealer T.W. Tank Car 


(cents per gal.) 
December 15 16.17 12.53 
Month Ago 15.76 12.52 
Year Ago 15.97 12.14 


Dealer index is an average of dealer 
tank wagon prices ex tank in 50 cities 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, California, New York Harbor, 
Philadelphia, Jacksonville, Boston, and 
Gulf Coast. 
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STATISTICS 


Alabama 
Arizona 
Arkansas 
California 
Colorado 
Connecticut 
Delaware 
District of Columbia 
Florida 
Georgia 

Idaho 

Illinois 
Indiana 

lowa 

Kansas 
Kentucky 
Louisiana. 
Maine 
Maryland 
Massachusetts 
Michigar 
Minnesota. . 
Mississippi 
Missouri 
Montana. . 
Nebraska 
Nevada. . 
New Hampshire 
New Jersey 
New Mexico 
New York.. 
North Carolina 
North Dakota 
Ohio... 
Oklahoma 
Oregon. . 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 
Texas 

Utah 
Vermont 
Virginia. . 
Washington 
West Virginia 
Wisconsin 
Wyoming. 


Total 48 States and D. of C. 


Daily Average 


Change from previous year: 


Total change.... 


Percentage change i in Daily Average , 
*In general, these figures include all easelinn sold or consumed within the confines of the state, neniiiens of whether for taxable or ne purposes, 


+These are State tax rates per gallon. 
aReflects estimates by API of probable consumption in June (30,565 


bRevised. 


(American Petroleum Institute figures) 


Tax Ratet 


August 
Cents 


64 


SED DD Sat Ot oe 2 tr md et 


July 1955 

Gallons 
68 ,891, 000 
29 917,000 
41,917,000 
481,574,000 
60,670,000 
55,204,000 
13 ,337 ,000 
17,946,000 
108 ,313 ,000 
90,114,000 
31,400,000 
239 , 023 ,000 
140,834,000 
100,751,000 
98 , 163 ,000 
67 ,077 ,000 
65 ,508 ,000 
31,876,000 
68 , 942 ,000 
109 , 886 , 000 
222 ,534 ,000 
115,337 ,000 
48 , 756 ,000 
135,073,000 
31,136,000 
61,389 ,000 
12 ,666 , 000 
18 , 732 ,000 
166 , 848 ,000 
37,128,000 
330,507,000 
104,243 ,000 
30,869 ,000 
259 , 866 ,000 
81,654,000 
58 ,873 ,000 
254,567,000 
20,911,000 
54,103,000 
36 ,647 ,000 
89 ,961 ,000 
364,771,000 
28 ,808 ,000 
11,914,000 
102,397 ,000 
82,637 ,000 
45,108 ,000 
110,744,000 
20,005 ,000 
¥ 861, 527, 000 
156 ,823 ,000 


Month of - 
August 1955 
Gallons 
72,908 ,000 
30,871,000 
46,917,000 
510,081,000 
61,922,000 
59,841,000 
12,875 ,000 
17,875 ,000 
111,588 ,000 
97,910,000 
27 ,386 ,000 
241,163,000 
146,810,000 
91,677,000 
87,694,000 
70,300 ,000 
72,096 ,000 
32,469 ,000 
68 ,418 ,000 
111,223 ,000 
233 , 962,000 
116,850,000 
51,278,000 
152,485 ,000 
37 ,027 ,000 
53,118,000 
12,936 ,000 

18 ,999 ,000b 
168 ,668 ,000 
31,086 ,000 
331,430,000 
108 , 267,000 
40,516,000 
270,575,000 
83 , 158,000 
66,518,000 
261,170,000 
20,872,000 
55,738 ,000 
35,560,000 
74,186,000 
374,476,000 
29 ,563 ,000 
12,824,000 
99 , 742 ,000 
89 , 325,000 
45,306,000 
018,511,000 
20,548,000 


Gasoline Consumption by States, August, 1955* 


—< 


August 1954 


Gallons 
64,687 ,000 
27,048 ,000 
41,169,000 
455,879,000 
58 ,076 ,000 
57,097 ,000 
11,705 ,000 
16,115,000 
97,413 ,000 
87 ,247 ,000 
25 ,692 ,000 
225 ,663 ,000 
131,829,000 
85,301,000 
90,556 ,000 
62,749 ,000 
61,378 ,000 
30,277,000 
61,152,000 
102,501,000 
208 ,105 ,000 
109 , 402,000 
44,996 ,000 
122,477,000 
32,143,000 
47,548 ,000 
11,717,000 
17,609 ,000 
153 008.000 
28 ,286 ,000 
305,197,000 
100 ,642 ,000 
39,800 ,000 
234,954,000 
71,201,000 
57,078 ,000 
237 ,529 ,000 
20 ,037 ,000 
50,170,000 
36 ,889 ,000 
70,963 ,000 
385 ,037 ,000 


78; 140; 000 
40 ,627 ,000 
112/256 ,000 
18,541,000 






-——8 Months Enging With— 


August 1955 
Gallons 
541,028,000 
235 , 498 ,000 
336,141,000 
3,758 ,664 ,000 
404 ,377 ,000 
440,868,000 
94 ,329 ,000 
136 ,385 ,000 
917,255 ,000 
729 ,554 000 
169 , 855 ,000 
1,834,414,000 


611, "395, "000 
537 , 762 ,000 
193 '971,000 
503 ,272 ,000 
790 ,874 ,000 


386, "329. "000 
1,040, 108 ,000 
191/412 ,000 
386 , 023 ,000 
84,296 ,000 
114,053 ,000 
1,182,790 ,000 
223 ,929 ,000 
2,311,727 ,000 
821,031,000 
205 ,777 ,000a 
1,926 ,171,000 
608 , 412,000 
411,391,000 
1,866 ,553 ,000 
152,449 ,000 
414,025 ,000 
222,489 ,000 
635 ,919 ,000 
985 ,987 ,000 
195 ,019 ,000 
79 ,090 ,000 
751,552,000 
569 ,075 ,000 
3038 ,988 ,000c 
803 ,626 ,000 
111,848,000 


1 


August 1954 
Gallons 


504,386,000 


8281575 ,000 
679 577,000 
158,578,000 
. 744,687 . 000 


108 982,000 





eal | 
i 


986,718,000 
160 , 862,000 


+426 ,513, 000 
+9 .35% 


In addition there is the Federal Tax of Two cents (2¢) per gallon. 
,000) July and August. 


, 560 ,205 ,000 


147,103 ,000 


cReflects estimates by API of probable consumption in April (86,750,000), May (41,250,000), June (44,000,000) and July. 


36 ,039 ,562 ,000 


148,311,000 


+2,217,769, seer 
+6.56% 


33, 


821,793,000 
139 , 187 ,000 








Gasoline Prices for 50 U. S. Cities 


Averages of prices for regular-grade gasoline on December 1 as 
reported by The Texas Co. to American Petroleum Institute. Figures 


in ¢ per gal.; 
with November 1. 


Average U. S. 
Portland, Me. 
Manchester, N. H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R. I. 
Hartford, Conn, 
Buffalo, N. Y. 
New York, N. Y. 
Newark, N. J. 
Philadelphia, Pa. 
Dover, Del. 
Baltimore, Md. 


Washington, D. C. 


Charleston, W. Va 
Norfolk, Va. 
Charlotte, N. C. 
Charleston, $. C. 
Atlanta, Ga. 
Jacksonville, Fla. 
Birmingham, Ala. 
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Posted 
Dealer 
t/w price 
(ex tax) 
d-16.01 
15.90 
16.40 
17.10 
12.90 
d-7.90 
d-9.40 
16.50 
16.00 
13.50 
14.50 
15.90 
15.40 
15.90 
16.30 
15.10 
16.20 
15.10 
16.60 
16.10 
16.40 


Service 
Station 
(ex tax) 
d-21.20 
d-20.90 
20.90 
22.90 
d-16.90 
d-11.90 
d-12.90 
23.50 
23.90 
i-16.90 
18.90 
21.90 
19.90 
21.50 
21.90 
20.90 
22.90 
21.50 
22.80 
19.90 
d-15.90 


(i) and (d) indicate increase or decrease as compared 


Gasoline 
Tax Service 
(incl. 2¢ Station 

federal) (incl. tax) 
7.80 d-29.00 
9.00 d-29.90 
7.00 27.90 
7.50 30.40 
7.00 d-23.90 
6.00 d-17.90 
8.00 d-20.90 
6.00 29.50 
6.00 29.90 
6.00 i-22.90 
8.00 26.90 
7.00 28.90 
8.00 27.90 
8.00 29.50 
8.00 29.90 
8.00 28.90 
9.00 31.90 
9.00 30.50 
8.50 31.30 
9.00 28.90 
10.00*  4d-25.90 





Vicksburg, Miss. 
Memphis, Tenn. 
Lexington, Ky. 
Youngstown, Ohio 
South Bend, Ind. 
Chicago, III. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn. 
Fargo, N. D. 
Huron, S. D. 
Omaha, Neb. 

Des Moines, Ia. 

St. Louis, Mo. 
Wichita, Kan. 
Tulsa, Okla. 

Little Rock, Ark. 
New Orleans, La. 
Houston, Tex. 
Albuquerque, N. M. 
Denver, Colo. 
Casper, Wyo. 

Butte, Mont. 

Boise, Ida. 

Salt Lake City, Utah 
Reno, Nev. 
Phoenix, Ariz. 
San Francisco, Calif. 
Portland, Ore. 
Spokane, Wash. 





16.00 
15.30 
i-16.00 
16.30 
17.70 
16.80 
17.30 
17.30 
d-10.90 
16.40 
17.20 
15.80 
i-16.00 
16.40 
14.90 
i-15.70 
15.30 
15.00 
14.70 
i-17.90 
16.60 
17.50 
19.90 
19.00 
17.50 
19.10 
19.40 
16.70 
17.20 
19.50 


(*) Includes 1¢ city tax. 
(**) Includes 0.5¢ city tax. 











23.40 
20.90 
i-20.90 
20.90 
22.90 
22.74 
23.27 
22.90 
14.90 
21.90 
22.60 
20.90 
i-22.00 
21.90 
19.90 
i-20.40 
d-19.40 
20.50 
20.00 
i-24.00 
i-18.50 
25.00 
26.50 
25.10 
23.50 
25.20 
22.90 
22.50 
d-20.20 
25.50 





9.00 
9.00 
9.00 
7.00 
6.00 
7.00 
8.00 
8.00 
7.00 
8.00 
7.00 
8.00 
8.00 
6.00 
7.00 
8.50 
8.50 
9.00 
7.00 
8.50 
8.00 
8.00 
9.00 
8.00 
7.00 
8.00 
7.00 
8.00 
8.00 
8.50 
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32.40 
29.90 
i-29.90 
27.90 

28.90 

29.74 

31.27 

30.90 

21.90 

29.90 

29.60 

28.90 
i-30.00 

* 27.90 
26.90 
i-28.90 
d-27.90 
29.50 

27.00 

** 1-32.50 
i-26.50 

* 33.00 
35.50 

33.10 

30.50 

33.20 

29.90 

30.50 
d-28.20 
34.00 











BIGGEST LIGHTING ADVANCE 
IN SERVICE STATION HISTORY! 


more light...better light... 
minimum maintenance...remarkable power economy... 
PLUS... QUICK FACTS 


the clean, modern, simple design of P & K seamless, ¢ 40% Lower Operating Cost than Filament Lamps 
¢ Much Longer Lamp Life Regardless of Temperature 
e Brilliant Light, Glare-Free, with 

rust! That’s why America’s finest service stations are Excellent Color Rendition 

using P & K LUXaire® (fluorescent luminaires) with r ee ple Wirloe Plug-In-Out Lamps, 
companion-designed standards. ¢ Sealed Against Dirt, Insects, Water for Life 


tapered aluminum that never needs painting and can’t 


Write for all the facts .. . and use the P & K advisory 
services without obligation. 


PFAFF & KENDALL 


84 FOUNDRY ST., NEWARK 5, N. J. 
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$ paily TBA sales rose from $80 to $1,000 after J. C. Davis 
made a rolling stockroom out of this 40-passenger bus and 


$ 


A 96% response from a letter of 
welcome to new farmers is reported 
by Bob Lyon, a Continental Oil Co. 
agent at Gooding, Idaho. Lyon in- 
cludes with his letter a stamped reply 
envelope and a reply form. The new- 
comer is asked to fill in a blank in the 
form with a date when it will be con- 
venient for Lyon to call. 


$ 


Cleaning windshields of parked cars 
as a bid for new customers is not new, 
but Carter dealer Frank M. 
Schweiger, of Dickinson, N. D. has a 
special message on the card he leaves 
under the wiper blade. On the back is 
that jocular set of instructions for 
greasing your own car, circulated 
from time to time among service men. 
The car owner is advised to assemble 
a long list of tools and plenty of dirty 
clothes and profanity, as part of the 
task. 


$ 


Some people will buy old-style, used 
sealed-beam headlamps, if offered at 
half price. Norman D. Jance, an 
Indiana Standard dealer in Oak Park, 
Ill., induces customers to convert to 
new type sealed beams by taking the 
old ones in trade, in lieu of an installa- 
tion charge. Then he sells the old ones 
at $1.00 each. 
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Standard of Ohio has a new method 
of paying off claims under its Guar- 
anteed Starting Program. In prior 
years ordinary bank checks were 
mailed to claimants. Now a Guar- 
anteed Starting Payment Certificate 
is issued, “not valid at any bank.” 
Instead the customer may get the cash 
at any Sohio station, or—at his 
option—he may take Sohio products 
of equivalent retail value. 


$ 


For dealers who rent parking space, 
here’s a simple form of premium. A 
Socony Mobil dealer in San Francisco 
gives his parking customers a straight 
10% discount on everything they buy, 
crediting the discount against their 
monthly parking charge. It’s especially 
good for attracting tire sales at full 
list price. 


$ 


Sun Oil Co. suggests to dealers with 
obsolete stations in need of extensive 
modernization: don’t wait until you 
can pay for the whole job. Do it step- 
by-step. That way, increased gallonage 
from the first step will help pay for 
later improvements. Sun cites the case 
history, with pictures, of a dealer who 
doubled gallonage in two years after 
rebuilding part of his station, thereby 
making enough to finish the job. 


sent it out to call on dealers. Davis, who runs a Sinclair 
station in Bethel, Kan., is now r itioni 


d bus 





dit 
g a 


$ 


J. W. Countryman, Jr., Tulsa, Okla. 
jobber, installed a hydraulic tailgate 
on his Chevrolet pickup stake truck— 
after he had been told it was impos- 
sible because the bed was too high and 
that only steel could accommodate 
such a tailgate. But Countryman did 
it. He lowered the bed so the tailgate 
would be closer to the ground and 
checked the weights to make sure the 
load would ride properly. 

Result: Countryman says the ar- 
rangement saves him one man a 
month. (For more on Countryman 
and his operation, see p. 41.) 


$ 


A Deep Rock jobber in lowa, who 
sells lube oil in S-gal. utility cans, 
offers to redeem the empty cans at 75¢ 
each. He has a good market for the 
cans among power-mower owners and 
small-machinery users, who buy them 
at $1.25 each. 


$ 


Humble Oil & Refining Co. service 
station operators in the Corpus 
Christi, Tex. area conduct a monthly 
contest to see who can get the biggest 
increase in motor oil ratios. Each 
agent puts $5 in a pot, and the entire 
kitty goes to the man with the best 
increase. hd 
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“She saves half the time... 


Boss saves ell the cost.” 


Oalional s De luxe adding machine... 


Live keyboard* with keytouch adjustable to each operator! 





Saves up to 50% hand motion — and 
effort! Never before have so many time- 


and-effort-saving features been placed on 
an adding machine. 

Every key operates the motor—so you 
can now forget the motor bar. No more 
back-and-forth hand motion from keys 
to motor bar. 

Keys are instantly adjustable to each 
operator’s touch! No wonder operators 
are so enthusiastic about it. They do 
their work faster with up to 50% less 


effort. New operating advantages, quiet- 
ness, beauty! 

“Live” Keyboard with Adjustable Key- 
touch plus 8 other time-saving features 
combined only on the National Adding 
Machine: Automatic Clear Signal . . . 
Subtractions in red . .. Automatic Credit 
Balance in red... Automatic space-up of 
tape when total prints . . . 
Dials . . . Easy-touch Key Action .. . 
Full-Visible Keyboard with Automatic 
Ciphers . 


Large Answer 


. . Rugged-Duty Construction. 


THE NATIONAL CASH REGISTER COMPANY, pvavron 9, on10 


977 OFFICES IN 94 COUNTRIES 
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| A National “De luxe” Adding Machine 


pays for itself with the time-and- 
effort it saves, continues savings as 
yearly profit. One hour a day saved 
with this new National will, in the 
average office, repay 100% a year 
on the investment. See a demon- 
stration, today, on your own work. 
Call the nearest National branch 
office or dealer. 


*TRADE MARK REG. U.S. PAT. OFF. 
Wational 
ADDING MACHINES - CASH REGISTERS 
ACCOUNTING MACHINES 











Unprecedented demand for 


PR LEG SING 
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Orders are rolling in for Butler aluminum 
transports. The reason is simple. Butler leader- 
ship in the development of aluminum transports 
has opened the door to bigger payloads and 
bigger profits for liquid transporters than ever 
before. 

More and more carriers are insisting on Butler 
—the tried and proven aluminum transports. 


Here’s why. Aluminum is a tricky metal for 
liquid hauling. Several transport manufacturers 
have been experimenting with it for two dec- 
ades. Many delicate problems of welding, spe- 
cial alloys and designing had to be solved. 


Butler solved them—so successfully that in 
October, 1954, we could announce that several 
test units had completed a year of flawless oper- 
ation. Since then, fleets of Butler aluminum 
transports have added millions of extra-payload 
miles to this proof-of-performance. 


makes this 


It is these years of experience behind Butler, 
this aluminum know-how, the record of proof 
of performance that have caused the big de- 
mand for Butler aluminum transports. 


Why do we feel that this message is neces- 
sary? Because an unprecedented avalanche of 
orders delayed deliveries to many customers 
who demanded proven Butler equipment. We 
deeply regret this delay, because we appreciate 
your confidence and patronage ... and we are 
doing everything we possibly can about it. 


We've doubled capacity. We're working the 
clock around. We are building as fast as possible 
consistent with Butler’s tradition of high quality. 
If you are joining the swing to aluminum, and 
want both maximum aluminum payload and 
road-proven performance, we suggest you call 
your Butler representative right now and get 
your order into Butler’s production schedule. 


-y 
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Butler Aluminum Transports 
message necessary 


In 4 years or less 


extra payload alone pays 
full price of Butler 
Aluminum Transports 


Butler aluminum transports carry 10% more payload 
than most new steel units, 11 to 13% more than most 
3-year-old units now on the road. That means $2,000 to 
$3,000 more revenue per year from Butler aluminum 
units than from your present equipment, depending on 
its age and the states in which you operate. 

That means your Butler aluminum transports will 
pay for themselves in four years or less! 

Butler aluminum transports, with their cylindrical 
shape, offer you better rear-view visibility, less wind 
resistance, reduced side surge. The cylindrical shape 
not only requires the least amount of metal per gallon, 
but is structurally the strongest shape known for a 
transport vessel. 

Butler aluminum units are non-toxic, non-sparking — 
extra assurance that your hauls will be safer from con- 
. tamination, fire, explosion, oxidation and decom- 
\ | position. And aluminum’s non-corrosive 
characteristic means lower maintenance. 

* And you don’t have to paint it. This 
alone permits 50 to 80 pounds 
of extra payload. 

For full information on the 
profit power of Butler alumi- 
num transports, write office 
nearest you. 


BUTLER MANUFACTURING COMPANY 


Manufacturers of Oil Equipment « Steel Buildings 
Farm Equipment - Dry Cleaners Equipment 
Special Products 


7454 East 13th Street, Kansas City 26, Missouri 
954 Sixth Avenue S. E., Mi lis 14, Mi ta 


P 


913 Avenue W, Ensley, Birmingham 8, Alabama 
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Deep-dished bulkheads with tubulated openings fit tight against 
the aluminum shell, where they are securely welded in place. This 
type of bulkhead eliminates the weld-damaging “‘oil-canning”’ 
experienced with other types of heads. 





Fifth-wheel mounting is simple and strong. No loose parts or 
awkward braces that can be torn loose. Weight is carried on 
strong box-section cross beams. Fixed position rocking fifth wheel 
or adjustable solid fifth-wheel optional. 


Lightweight Reyco or Hendrickson aluminum tandems cut main- 
tenance costs to the bone. Wide spread tandems available for 
states where necessary to get maximum payload. Sturdy Butler 
mountings eliminate heavy, massive parts. 
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REGULAR STEEL—First Choice 
for all normal petroleum 
product tank-truck service. 
Virtually the Standard of 

the Industry! 












WARREN 
MANIFOLD 
VALVES 










ALUMINUM — First Choice 
for aluminum tank trucks and for 
absolute minimum weight. 






--Get Exactly What 
You Need For YOUR 
SPECIFIC REQUIREMENTS 





















Better, faster and safer unloading, low cost STAINLESS STEEL — First Choice 
for chemical and special petroleum 


and minimum maintenance are yours product manifolding. Teflon discs. 
when you use WARREN Manifold Valves. 
And here are other important reasons 
why WARRENS are FIRST CHOICE of leading 
transporters and equipment manufacturers — 
reasons why you, too, will find it profitable 
to specify and install them: 

* CHOICE OF METALS — Select the metal 


that will serve you best — aluminum, steel 

or stainless steel. 

* CHOICE OF MODELS — Take your pick of : 
the four basic WARREN designs — i Guaranteed Complete 
Square, Dual, Split or Selective — one is performance drainage 




















exactly right for your needs! Lighter Less 

* CHOICE OF SIZES — 2”, 3” and 4”. ° weight _—— 
* CHOICE OF FABRICATIONS — Any number | More — 

of valves, any location of connections and : compact Cc 

hangers, any angle and type of outlet. All : Rewer a = 
are compact units, available with either fixed * WARREN Manifolds pro- joints any angle 
discs or swing checks and may be converted vide greater flow volume Stuse 

from rigid to swing, easily and quickly, -_ = mere — connec 

without body alterations! Drawings and complex rece og centble ork mated 






engineering data are not necessary to insure cross valves. 
the precise constructions you require. 


Profit-minded transporters know this fact: 
WARREN Manifold Valves are without equal 


for safe, dependable performance — performance WRITE TODAY for complete information 
that pays off every trip, every day! 













v7 ~ 








XQ Manufacturers of 
i WARREN Snap Seal® Safety Lamps 


eae MACHINE COMPANY 
De ee WARREN, PENNSYLVANIA Sines 1901 
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try’s most outstanding figures, Mr. Vernon started with one truck twenty-odd years ago, today 
has an organization approaching a $20,000,000 annual business, employing over 1,500 people. 


another of the LARGEST FLEETS 
buys MACKS 


Mid-States adds 25 new light-weight Mack tractors 
to big fleet that serves 13 states 


Mid-States Freight Lines, Inc., with general offices in 
Chicago, is one of the largest, and certainly one of the 
most progressive, of the country’s motor freight 
carriers. 

Serving the industrial heart of the nation, Mid- 
States has grown to its present size by concentrating 
on the maintenance of rigid schedules and by pio- 
neering a number of advances in freight handling that 
mean greater customer service. 

It is logical that Mid-States’ forward-looking 
management would realize the outstanding advan- 
tages that the new light-weight Mack Thermodyne® 


Diesel tractor offers. Consequently, 25 Mack B65LT’s 
have recently been added to the big Mid-States fleet 
to assure fast, on-time through service for maximum 
cargo payloads. 

A check of the country’s foremost fleets would show 
a “bandwagon swing” to Macks. In fact, major 
operators without modern Macks are becoming in- 
creasingly more difficult to find. It would certainly 
pay you to take a leaf from the leaders’ book .. . get 
the full story on the industry’s hottest haulers, the 
new light-weight Mack tractors with the mileage- 
champion Mack Thermodyne Diesel engine. 


MACK TRUCKS Empire State Building, New York 1, N. Y. 


: pit tt HAGA 
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“FIRESTONE HASIL 
MY SALES AND 


Than My Former 







for your safety 


USE Firestone 


Dealers say it again and again: “You make 
more money with the Firestone Complete Busi- 
ness Franchise.” And they mean every word of 
it. Just listen to what E. J. Blave, Firestone Dealer 
in lowa, says of his Firestone Franchise: 


“ 


. For years | handled tires of another 
major brand and felt | was doing a good 
business . . . But Firestone convinced me | 
could do better .. . and | decided to follow 
the Firestone program 100 per cent. The 
results speak for themselves. In the first 
three months my sales increased 64 per 
cent. Firestone kept every promise, trained 
my people, organized my tire business, 
merchandised my station . . . did more in 
those three months to build my business 
than my former supplier did in 16 years...” 





echt 








There you have it. Time after time, dealer after 
dealer tells the same story —” . . . Steadily in- 
creased our business;” “” . . . No other franchise 
can match it;” “Business has grown to where we 
need two stores...“ These are typical of what 
Firestone Dealers all over the country say of the 
Firestone Franchise. Because Firestone helps you 
grow, helps you develop into a community 
shopping center, shows you how to get more 
customers and how to sell more to those cus- 
tomers. With a program like that it’s no wonder 
you can make more money. 


Why be content with an out-of-date franchise 
when Firestone can show you the way to greater 
profits? For complete information on how you 
can sell more and make more every month of the 
year, call your nearest Firestone District Office. 


. e Complete. Business ‘Franchise Helps Yo 
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DONE MORE TO BUILD 
1 PROFITS IN 3 MONTHS 
Supplier Did in 
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HERE’S WHY the Firestone Complete Business 


Franchise is the Greatest Money-Maker in the Industry 


Year ‘Round Merchandise—You make a steady 
profit throughout the year! 


Tires For Every Purpose—Passenger, truck, trac- 
tor. Tubeless or Tube-type. Premium tires and 
winter tires. 


Home & Auto Supplies—Over 5,000 quick-sell- 
ing, sales-tested items. You choose only the 
merchandise that sells in your location. 


Quality-Tested Merchandise—Tested and ap- 
proved by Firestone Quality Control Laboratory. 


Complete Management Program — Simplified 


and geared to your business. Saves time and 
avoids losses. 


Monthly Sales and Merchandising Plans — 
Tested, traffic-building promotions that get you 
more customers, more profits. 

Budget Programs—Complete plans and forms 
for doing a big, profitable budget business. 
Solicitation Programs—Retail, commercial and 
farm solicitations. Basic, sound business-getting 
procedures. 

On-The-Job Training—Helps you build a top- 
flight merchandising organization. 


eslone 


a 





s#You Make a Profit Every Month of the Year 
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Frac A WM 
PUROLATOR 
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Cy, 


... because of HOW IT’S MADE! 

























The New Purolator Micronic now has an aluminum 
laminate jacket —for lasting sturdiness—for freedom from 
rust and acid-corrosion! 


...because of WHAT IT TELLS! 





The New Purolator Micronic carries the new PUROLATOR 
WARRANTY that tells the dealer at a glance what make 
and model each filter fits . . . assures the customer, what- 
ever make of car he drives, that he is getting the filter 
engineered specifically for his car. 


...because of HOW IT SELLS! 





Purolator’s ‘“New Look”’ makes it the industry’s finest, 
best-looking sales tool. The contrast between ‘“‘clean’’ 
and ‘“‘dirty”’ is accentuated—customers are sold on the 
spot. New outlets attract customers, serve as a continual 
reminder to “Check and Change.” 


NASCAR Tested and Proved 
by 1000's of hours of driving in 





late model cars. 


( PUROLATOR PRODUCTS, INC. 
For further information write, wire or phone: Rahway, New Jersey and 


Toronto, Ontario, Canada 







“Purolator” and “Micronic” are Reg. U. S. Pat. Off. 
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BELGIAN DRAFT HORSES pull delivery truck, push business for Lynden, Wash., distributors Cornelius Verduin (above) and E. J. Elliott 


The Tank Wagon Starts with ‘Giddap!’ 


S TANDARD OIL co. of California 
thought it had motorized its Lyn- 
den, Wash., distribution plant in 1921. 
But it reckoned without E. J. Elliott, 
who drove one of the last horse teams 
to deliver oil products in the rich farm- 
ing areas around the Canadian border 
city. 

Jack Elliott worked for the company 
at various points in the Lynden region 
until 1935, when he and Cornelius 
Verduin—already farming partners— 
were appointed wholesale distributors 
for Standard in Lynden. They served 
an area about 20 mi. square. 

Horsepower Plus—The partnership 
of Elliott & Verduin shared a love for 
farm horses. Today they own 13 Bel- 
gians weighing more than a ton apiece. 
They provide all the horsepower 
needed on the partners’ 60-acre farm, 
and have proved themselves as a pro- 
motional asset. 

Six years ago the partners hit on 
the idea of using the horses in their oil 
business—to provide the steeds with 
training and the firm with color. A 
650-gal. tank wagon was constructed 
in Seattle for $2,200. 

The tank wagon isn’t likely to re- 
place the company’s five tank trucks, 
but it has won a place in Lynden. Resi- 
dents of the town like horse-and-wagon 
delivery, especially when they’re en- 
tertaining city-bred guests. Small boys 
trail the wagon all over town. 

Gee! Haw!—Elliott & Verduin has 
become a well-known name on the 
Northwest fair circuit for smart six- 
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horse “hitches” capable of spectacular 
maneuvers. Largely because of the 
partners’ influence, the Northwest 
Washington Fair at Lynden usually 
has more six-horse hitches than any 
fair in the country. As many as five 
teams perform at once. 

Fifteen years ago the partners or- 
ganized an_ international plowing 
match. This is held annually at Lyn- 
den, with as many as 52 entries. It’s 
the only contest in the United States 
where plows are pulled exclusively by 
horses. Verduin, behind two strong 


Belgians, has won the plowing title on 
several occasions. He is currently vice 
president of the executive committee 
in charge of the competition. 

Tie That Binds—The partners say 
they derive no business directly from 
their horses. But even while Elliott & 
Verduin dispense fuel for the machines 
that ran horses out of business on 
most farms, their love of the animals 
has solidly identified them with the 
community’s agricultural element. A 
co-operative that serves the area makes 

(Continued on p. 178) 





PARTNERS divide time between bulk plant, farm, and plowing matches at fairs. 
Verduin takes plowman’s grip on hand truck as they check delivery schedule 
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Approved by most every oil 


company large or small. 


Mia WN UF A GC F UR E GS Y 


oscar phillips company 


5600 VINE oT RE ST. Cin C tN NW AT bt. OoOnio 





«Write for our catalog 
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CREDITMAN E. P. Simmons, left, retiring president of American Petroleum Credit 
Assn., briefs incoming president J. P. McLaughlin at association meeting in Cleveland. 
Simmons is general credit manager of Magnolia Petroleum Co., Dallas. McLaughlin 
is assistant treasurer of Richfield Oil Corp., Los Angeles 


(Continued from p. 177) 


competition tough. An oil distributor 
less firmly entrenched would have a 
hard time maintaining volume. 

Horses—as a hobby—have their 
drawbacks, Elliott admits. 

“Some of my friends,” he says, 
“have yachts and spend their winters 
in Palm Springs. Corny and I have 
to stay home and take care of the 
horses. You can’t hire anyone to do 
that kind of work any more. On the 
only vacation we ever had, we went 
back to Indiana and bought a new 
stallion.” 

The twinkle in his eyes gives him 
away. Their friends can have their 
yachts and Florida vacations. Jack 
and Corny are happy with their 
horses. # 


Charles R. Brown, vice president, 
Tide Water Associated Oil Co., San 
Francisco, has been appointed assist- 
ant general manager of the central 
division with headquarters in Tulsa. 
Brown is former asistant general man- 
ager of the company’s western divi- 
sion. He continues as a vice president. 
Brown began with the old Associated 
Oil Co. in 1917 and joined Tide Water 
when it was merged with Associated 
in 1936. 


Re-elected president of the National 
Council for LP-Gas Promotion is 
Kenneth R. D. Wolfe, vice president, 
Fisher Governor Co., Marshalltown, 
Ia, A. H. Cote, general sales manager, 
Suburban Propane Gas Corp., Whipp- 
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any, N. J., was re-named chairman of 
the executive committee. Harry 
Morely, advertising manager, Fauce- 
Hot Heat Co., La Porte, Ind., was re- 
elected treasurer. Carl W. Harris takes 
on a new position of managing 
director of the Council and George J. 
Schulte, Jr., was made director of the 
LP-Gas Information Service. 





H. J. Muller 


H. J. Peckheiser 


Henry J. Muller has taken on a new 
job as assistant manager of Socony 
Mobil Oil Co.’s central region with 
headquarters in Chicago. Since 1946 
Muller has been in Detroit as manager 
of the central region’s White Star 
Division. He started with the company 
as a messenger boy in 1912 and 
worked successively as a clerk, assist- 
ant to a director, assistant secretary 
and in 1931 was made assistant to the 
president. In 1934 he was transferred 
to central region marketing. 

Harry J. Peckheiser succeeds Mul- 
ler as manager of central region’s 
White Star Division. Peckheiser is 
former manager of the Pontiac, Mich. 


district. He joined the company in 
1934 as a service station salesman and 
subsequently was manager of the 
accessories division and the household 
specialities department. He joined the 
Pontiac district in 1952. 

Socony’s central region includes five 
marketing divisions and covers sixteen 
states. 


George Koegler is now deputy gen- 
eral counsel of Standard Oil Co. (New 
Jersey). Koegler will succeed E. F. 
Johnson, who retires this year as gen- 
eral counsel after 30 years with the 
Jersey company. 

Koegler is a graduate of Lehigh 
University and Columbia Law School. 
He joined the Jersey Standard legal 
department in 1943, and prior to this 
appointment, was executive assistant to 
the chairman of the board. 

Cecil Morgan takes Koegler’s job 
as executive assistant to board chair- 
man Eugene Holman. Morgan has 
been government relations counselor 
for Jersey Standard since 1952 and 
before that was a vice president and 
director of Esso. 

Before going into the oil business, _ 
Morgan was a United States Com- 
missioner in the Western district of 
Louisiana and served as a representa- 
tive and senator in the Louisiana legis- 
lature and as a judge in Louisiana’s 
first judicial district. 

William R. Carlisle succeeds Mor- 
gan as government relations counselor. 
Carlisle is former associate general 
counsel. 


Elmo K. Ballard transfers from a 
sales position with Kerr-McGee Oil 
Industries, Inc., to become pipeline 
sales representative in the Chicago 
district of Deep Rock Oil Co., Kerr- 
McGee’s marketing affiliate. Prior to 
this appointment, Ballard was on 
absence to another affiliate, Valley 
States Oils, Inc., Memphis, Tenn. 
heading the company’s Chicago office. 
In his new post he will handle the area 
bulk pipeline products produced and 
marketed by Deep Rock. His office 
will be at 616 S. Michigan Ave. 

The offices of Valley States Oils, 
Inc., will be under the supervision of 
K. U. Herbert, 310 S. Michigan Ave. 


Thomas M. Dailey, Jr. is now man- 
ager of Tide Water Associated Oil 
Co.’s economics department. For the 
past nine years, Dailey has been petro- 
leum economist for Humble Oil and 
Refining Co. in Houston. Prior to that 
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IF IT CAN BE pourrD- MBI tayxs CAN HAUL 
9 , 


CHOCOLATE in liquid form travels in style in this Heil lightweight 
stainless steel tank. Other Heil stainless steel tanks are in daily 
use for hauling liquid sugar, refined syrups and many other 
related products. 


LN SS ale * a . 
CHEMICALS of many kinds are carried in Heil stainless steel tanks 
like this 5000-gallion unit. Lightweight Heil tanks are also pre- 
ferred for hauling petroleum products, asphalt, anti-knock 
compound and many others. 


we 
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RESINS are hauled in this two-compartment 4500-gallon stainless 
steel tank which has a steam coil built into the stainless steel liner. 
Entire interior shell is free of any obstructions for easy cleaning. 
Piping is arranged so two different products can be hauled. 


ALCOHOL and ACETIC ACID are hauled in this 5250-gallon 
4-compartment stainless steel tank. Other products transported in 
Heil tanks include vegetable oils, animal fats, glycerine, formal- 
dehyde, paint, vinegar, etc. 


NITROGEN solution is safely transported in this 5150-gallon Heil 
stainless steel tank. The special exposed ring design, which adds 
strength with no increase in weight, is especially effective for 
carrying chemicals which do not need insulation. 


g zy - 


More MILK goes to market in Heil Tanks than all other makes 
combined! Heil stainless steel milk tanks are available in 
trailerized transports like the 4200-gallon model illustrated, and 
in Farm Pickup models both truck-mounted and trailerized. 


28 YEARS’ EXPERIENCE KEEPS HEIL FIRST 
IN STAINLESS STEEL TANKS 


AS long ago as 1927, The Heil Co. designed and built 
the first welded stainless steel transport tank. In 
this 28 year period, the wealth of experience gained in 
designing stainless steel tanks to meet practically every 
liquid hauling need, has given Heil engineers an extraor- 
dinary understanding of the characteristics of the 
many types of stainless steel and how best to handle 
them to achieve the lightweight, structural strength 
and foolproof design demanded today for economical 
hauling of a wide variety of different commodities, from 
petroleum and milk to corrosive acids and chemicals. 
As tank strength and success depend greatly on head 
design, Heil stainless steel tanks incorporate Triple- 
Dished Heads, the strongest ever developed for bulk 
liquid hauling. These exclusive-with-Heil heads are 
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much stronger even in lighter gauges than heavier 
gauge conventional heads. They are completely formed 
and flanged by hydraulic pressure in one operation, 
and precision dimensions and capacity are a natural 
result assuring an unbelievably straight, strong, and 
true tank structure. 

Heil’s experienced insight to the requirements of 
liquid hauling industries, their operations and handling 
methods, have resulted in an extensive line of tank 
models, not only in stainless steel, but in aluminum 
and plastic design. 


THE HEILco. 3716 W. Montana St. 
Milwaukee ey Wis., Dept. 4075 











DISTRIBUTORS — HERE IS YOUR ANSWER 


to the problem of accounts that just do not justify the high cost of 
expensive greaseracks. 


SOLVE THIS PROBLEM by ordering our Model 100 Drive-on Greaserack, 
24,000 Ibs. capacity: 


1. LOW COST 3. NO MAINTENANCE COST 
2. NO INSTALLATION COST 4. PORTABLE 
5. HEAVY DUTY—WILL TAKE TRUCKS 


NEWBERRY EQUIPMENT COMPANY, Inc. 
P.O. Box 293 Phone 5-1751 Memphis 1, Tenn. 


Will be glad to furnish prices and specifications on request 

















ona DOLLAR-FOR-DOLLAR 
basis you aa beat CHAMPION 


Today's Champions are finished 

with the precision of fine engines. 
They're fully engineered for longer, 
economical operation . . . proven by 
their reputation for stamina 
unequalled over 35 years of service. 
Yes, you'll find—DOLLAR-FOR-DOLLAR 
—you can't go wrong when you... 
CHOOSE A CHAMPION! 


Sharpen your pencil—sit down and com- 
pare air compressors feature by feature... 


CHAMPION OTHER 


/ Domed Pistons and Cylinders 

V/ Wear-resisting One Unit Plate Valves 
/ Unrestricted Straight Line Air Flow 
/ Thin, Deep Cooling Fins 

/ Automotive-type Connecting Rods 
</ Drop Forged Crankshaft 

V Roller Main Bearings 

</ Finned Copper Inter-Coolers 

V/ Special After-Cooler & Filtering Trap 
V Centrifugal Unioader—No-load Starting 
/ Simplified Maintenance 


HAM PION 


PNEUMATIC MACHINERY CO. 


846 Pleosant St Princeton, Ill. 


54 Models—Horizontal, Vertical, 
Portable—), to 10 H.P.—stand ready to 
meet your needs exactly! 898 





See your Champion 
Jobber today... 
or send for 

FREE, easy 

to use Catalog. 
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he was associated with Woodley 
Petroleum Co., also in Houston. 

During World War II, Dailey 
served with the Petroleum Administra- 
tion for War and later with the Army- 
Navy Petroleum Board’s planning 
division. 

e 


Joseph L. Farrell of Island Petro- 
leum Co., Flushing, N. Y. is the newly 
elected president of New York Oil 
Heating Assn., Inc. of New York City. 
He succeeds Fred W. Heaney of 
Skaggs-Walsh, Long Island City. 

Other officers are Albert Evans, 
Kleen Heat Oil Co., Inc., Brooklyn, 
vice president; Joseph A. Ross, Jr. 
Modern Utilities Engineering Co., 
New York, treasurer; Clyde O. Cald- 
well, Esso Standard Oil Co., Brooklyn, 
secretary; and Frank Baerenklau, 
Baerenklau & Co., Brooklyn, sergeant- 
at-arms. Philip H. Schepp continues 
as executive secretary. 


George F. Herrmann is now presi- 
dent and general manager of McKales, 
Inc., succeeding Thomas G. Wise, 
who resigned. Herrmann has been 
with the independent service station 
chain for the last 24 years. He has 
served as Seattle district manager, 
manager at San Francisco and as a 
vice president. 

Wise had been with McKales, Inc. 
for the last several years. Before join- 
ing McKales, he was Pacific North- 
west manager of Union Oil Co. 


Edward R. Strohm moves from 
Seattle to San Francisco, where he 
becomes senior specialist in Standard 
Oil Co. of California’s marine lu- 
brication department. Since 1950, 
Strohm has been the marine fuel and 
lube engineer for Standard of Cali- 
fornia at Seattle. 


E. A. Williford, assistant general 
sales manager for Continental Oil Co., 
Houston, is the new chairman of the 
Texas Oil Industry Information Com- 
mittee. The Texas OIIC has 1,200 oil 
people serving as volunteers on 334 
local committees. 


Harold F. Parsons, who retired in 
1954 as assistant vice president of 
Tide Water Associated Oil Co., will 
be New York representative of Crown 
Central Petroleum Corp., with offices 
at 630 Fifth Ave., New York. He will 
be responsible for wholesale sales. 
Parsons had been with Tide Water for 
over 36 years. 
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New manager 
of Shell Oil Co.’s 
San Francisco 
marketing divi- 
sion is Herbert S. 
Haight. Haight is 
former assistant 
West Coast sales 
manager. A na- 
tive of San Fran- 
cisco, Haight at- 
tended Stanford 
University and 
began his oil marketing career with 
Shell in 1928 as a service station 
attendant. From 1948 to 1951, he was 
sales manager of the San Francisco 
division. 

In his new job, Haight succeeds 
W. E. McDonald, who has been San 
Francisco division manager since 
1948. McDonald plans to retire early 
this year. Until his retirement, he will 
be on special assignment for Shell on 
the West Coast. 


H. S. Haight 


Brig. Gen. Louis Edward Cotulla, 
USA, will assume the post of staff 
director of petroleum logistics in the 
Defense Department Feb. 9. He is 
currently deputy director of logistics 
division, U. S. European Command. A 
graduate of Colorado School of 
Mines, he worked as a geologist for 
several years, later joining Stanolind 
Oil & Gas Co. in Tulsa. He was area 
petroleum officer for Caribbean 
Defense Command in 1946, and 
served as executive officer for the 
Armed Services Petroleum Purchasing 
Agency in 1948. 

Cotulla will replace Brig. Gen. W. 
W. White, USAF, a former vice presi- 
dent of Esso Export Corp. whose 
two-year reserve duty ends next 
month. 

J 


J. A. Bornmann is the new chair- 
man of the West Virginia Petroleum 
Assn., succeeding E. B. Watson, state 
manager of Gulf Oil Corp. Bornmann 
is secretary of Elk Refining Co., 
Charleston, W. Va. 


Carter W. Hazzard, has joined 
Prairie States Oil & Grease Co. as vice 
president in charge of sales. Hazzard 
will be located in the company’s head- 
quarters in Danville, Ill. 

A native of Chicago and a graduate 
of the University of Chicago, Hazzard 
has been with the Stewart-Warner 
Corp. of Chicago for more than 20 
years. Before joining Prairie States, he 
was manager of the petroleum prod- 


ucts department of the Alemite divi- 
sion of Stewart-Warner. 

Hazzard served several years in the 
Air Force during World War II and 
was Called back to active duty during 
the Korean conflict. He returned to 
civilian status in 1952 with the rank 
of Lieutenant Colonel. 

2 


George C. Davis has returned to his 
former job as sales manager of Davis- 
Howland Oil Corp., Rochester, N. Y. 
For the past eight years, Davis has 
been in the Southwest, where he was 
sales manager for Agricultural Chem- 





T Eliminate costly mainte- 
nance of obsolete pumps. 


Cut delivery costs witr 


fewer stops—bigger dumps. 


Build volume through im- 
proved service. 


Power: 


If you’ve only been skimming the surface of the 
profitable consumer market, check the versatile 
Tokheim Power Pump. It will deliver years of 
trouble-free service without costly maintenance; 
permit bigger volume deliveries and fewer 
stops; build good will through better service. 
Highest quality. Moderately priced. It’s tops! 


Call your Tokheim representative today! 


icals Co. of Phoenix and branch sales 
manager for the California Spray 
Chemical Corp. Davis-Howland 
distributes automotive and industrial 
lubricants. 

e 


H. A. Metzger, former assistant 
sales manager at the Aberdeen, S. D., 
office of Socony Mobil Oil Co., has 
been named district manager for 
North and South Dakota. He succeeds 
the late C. W. Shields. Metzger will 
maintain his headquarters at the 
Aberdeen office. 

C. M. Ribble, for the past several 


mp A FEATURE FACTS! 


delivers approximately 10 gallons 
per minute 

built-in check valve—no foot valve 
necessary 


gear-type pumping unit with built-in 
by-pass vaive 
explosion- proof motor 
removable strainer screen 
welded steel housing 
baked enamel finish 
@ dial meter with calibration adjustment 





General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 Wabash Avenue 


SINCE 1901 


Fort Wayne 1, Indiana 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
Canadian Distributor: H. Reeder, 205 Yonge Street, Toronto 
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—J\ about oil people 


years distributor sales supervisor for 
Socony Mobil in the two Dakotas, is 
now manager of an LP-gas sales 
district of Socony, with headquarters 
in Chicago. 




















e 

Thomas C. Veale becomes public 
relations assistant in Atlantic Refin- 
ing’s first move to expand its public 
relations department. 

Richard Rollins is public relations 
director as well as company secretary, 
headquartered in Philadelphia. Veale 
joined Atlantic in December, 1946, 






































after army service and graduation 

from the Wharton School. Prior to 

this latest appointment, he was ad- 

ministrative assistant to the controller. 
e 


E. C. McCaig, district manager of 
Shell Oil Co.’s- Cincinnati office, will 
be making his new headquarters in 
New York, where he has been pro- 
moted to a position with Shell’s head 
office sales promotion department. 
McCaig has spent most of his 17 years 
with Shell in sales work. 


































THIS STURDY 






















SIGNBOARD 





















CAN'T 


















ROCK-’N-ROLL! 














Legs can't toe in or out. For 
the base is reinforced by a 
heavy 1” flange running the 
entire length of the support 
channel . . . and is welded to 
the upright at top and bottom. 
So this Red Jacket signboard 
never rocks, always stands firm. 
Nor can it buckle and bend. 
Rigid upright members are 
made of 2” formed channels. 
The main frame is reinforced 
by a I'/e” band of smooth 
rolled edged steel. 


Steady on uneven pavement, 
too. An offset provides space 
under the base. Even wind- 
rippling is eliminated, because 
the display area plate is not 
welded to the outer frame. 














































@ 
RED JACKET 
“water 
service 
products 









RAR RS AY i: eH EN 
RED JACKET MANUFACTURING CO. 
Petroleum Equipment Division 
Dept. NPN-16, Davenport, lowa 

















And an extra-large bracket makes the signboard wind- 
and shock-proof as well. Talk about sturdy! The entire 
frame is phosphatized before enameling to prevent 
rusting. Baked enamel finish is clean and hard. New 
low prices. Send for free bulletin now. 


MAIL COUPON TODAY 




















































YES, send me Bulletin 4428 with full data and prices 
on your super-sturdy Red Jacket Display Signboard. 





NAME 





FIRM 





ADDRLSS 





city ZONE STATE 


Forrest G. 
Heath now heads 
asphalt sales for 
The American Oil 
Co. Heath suc- 
ceeds James N. 
Byrd, who has re- 
tired. Heath 
joined Amoco in 
1930 as a sales 
representative in 
the asphalt divi- 
sion and has 
served in asphalt sales work since that 
time. In January, 1954, he was named 
assistant manager of the asphalt divi- 
sion. As manager of the division, 
Heath will maintain his offices in com- 
| pany headquarters, New York. 
| Outside the asphalt business, Heath 
has a keen interest in football. He 
played football (and baseball) while 
attending Davidson College and the 
University of North Carolina. He 
served as president of the Southern 
Football Officials Assn., and officiated 
at several southern football bowl 
classics before retiring five years ago, 
after 26 years of officiating. 





F. G. Heath 


H. M. Boles becomes Toronto divi- 
sion manager of Shell Oil Co. of 
Canada, Ltd. He will be responsible 
for the company’s marketing activities 
throughout the division area in 
Ontario. Boles comes to this new post 
from British Columbia, where he was 
Vancouver division sales manager. He 
succeeds S, C, Burnet, who was named 
sales manager for Shell of Canada. 


Wilson Simmons is the new sales 
representative for the Northeastern 
territory of Southwest Grease & Oil 
Co., Wichita, Kans. Simmons has 


spent over 20 years in the petroleum 
sales field. 


James J. Leu has retired as sales 
operation vice president of the Amer- 
ican Oil Co. Leu has spent more than 
41 years with American Oil, and has 


been a vice president for the past five 
years. 











DEATHS 


John Griswold van Santvoord, 60, 
manager of the marine sales division 
of The Texas Co.’s domestic sales de- 
partment, died Nov. 21 at his home 
in Larchmont, N. Y. 

Van Santvoord had been with Tex- 
aco since 1919 and had been manager 
. ay marine sales division since 
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John Stumpf, 66, died Dec. 2 at 
Chicago Wesley Memorial Hospital 
after an illness of several weeks. Mr. 
Stumpf was assistant sales manager, 
Johnson Oil & Refining Co., Chicago. 
He had been with the Johnson com- 
pany for 12 years. He formerly 
worked for Hughes Oil Co., and for 
Henry H. Cross Co. Mr. Stumpf was 
president of the Chicago Oil Men’s 
Club in 1950. 


e 
Harry Chapman, Stoughton, Wis. q " Lf & i i - 
jobber and member of the Wisconsin 


Petroleum Assn. board, died in the 


office of George Olson, oil broker, in CAN CLOSING MACHINES 


Chicago Nov. 3, during the National 
Oil Jobbers Council meeting. 


Who's Who in Marketing... 





William M. Schmitt, the new na- 
tional chairman of the Oil Industry 
TBA Group, has the unusual distinc- 
tion—among TBA men—of having 
been with one oil company from the 
age of 16. He’s worked out of Sun Oil 
Co.’s home office in Philadelphia ever 
since he started there as a combination 
clerk and stenographer. 

Schmitt broke into sales promotion 
work in 1938, when merchandise was 
easy to buy and hard to sell. But by 
1942, Sun dealers were struggling to 
make a living off rationed gasoline 
and whatever merchandise they could 
pick up. 

Schmitt took the job of finding 
something—anything—fo , F , 
‘i a ‘ " — pio nectige ae Angelus Can Closing Machines provide 
whole TBA program. Within a year he design and operating specifications that are 
recommended that Sun discontinue its ideal for the Petroleum Industry. They are 
commission override TBA system, in 
favor of a straight purchase-and-sell rugged and dependable. They are simple to 
yal sy was adopted and is operate and maintain. They provide wide 

As soon as he went into the TBA speed ranges, from 30 up to 500 cans per 


end of the business, Schmitt became minute. They represent the lowest possible 


an active member of the Oil Industry ios te : 

TBA Group. He has served as eastern initial investment. Every Angelus Can 
sectional chairman, national vice presi- Closing Machine is backed by over 40 years 
—— dears Bora sonal ail of experience and represents the ultimate in 
be one that makes money for the deal- simplified, rugged, efficient design. 
er, Schmitt says. “We offer a line of ; 

TBA merchandise that we feel is right 
for the dealer. I sincerely believe we 
have to earn his business by meeting 


competition on price, delivery and 
brand reputation.” 
Schmitt is proud of Sun’s TBA 


bonus plan. He thinks its annual vol- 
ume refund offers a powerful incentive Sanitary Can Machine Company 
for dealers to carry the full Sun line. 
(See TBA Convention story — 
p. 119.) * 
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COMING MEETINGS 


JANUARY 1956 

Kansas Oil Men’s Assn., annual meeting, 
Baker Hotel, Hutchinson. Jan. 8-10. 

The Kentucky Petroleum Marketers Assn., 
30th annual meeting, Brown Hotel, Louis- 
ville, Jan. 11-12. 

South Carolina Oil Jobbers Assn., annual 
meeting, Hotel Columbia, Columbia, Jan. 
12. 

AOil Trades Assn. of New York, Inc., 
Waldorf-Astoria, New York City, Jan. 
18. 

Alndependent Oil Men’s Assn. of New Eng- 
land, Inc., Statler Hotel, Boston. 

Northwest Petroleum Assn., annual meeting, 
Hotel Nicollet, Minneapolis, Jan. 25-26. 


FEBRUARY 

California Petroleum Marketers Assn., an- 
nual meeting, The Hacienda Hotel, Fres- 
no, Feb. 18-19. 

Western Division TBA Group Meeting, 
Fairmont Hotel, San Francisco, Feb. 20. 
Iowa Independent Oil Jobbers Assn., an- 
nual meeting, Hotel Fort Des Moines, 

Feb. 22-23. 
Missouri Petroleum Assn., annual meeting, 
Chase Hotel, St. Louis, Feb. 27-29. 
American Petroleum Institute, Division of 
Marketing Lubrication Committee, Shera- 
ton-Cadillac Hotel, Detroit, Feb. 28-29. 


AFirst listing 


MARCH 

Wisconsin Petroleum Assn., annual meeting, 
Hotel Schroeder, Milwaukee, March 7-8. 

ATexas Oil Jobbers Assn., annual meeting, 
Statler-Hilton Hotel, Dallas, March 15-17. 

AOil Trades Assn. of New York, Inc., 
Waldorf-Astoria, New York City, March 
i. 

Alllinois Petroleum Marketers Assn., annual 
meeting, Hotel Sherman, Chicago, March 
13-14. 

Ohio Petroleum Marketers Assn.,_ Inc., 
spring convention and trade exposition, 
Deshler-Hilton, Columbus, March 20-22. 

Florida Petroleum Marketers Assn., Inc., an- 
nual meeting, George Washington Hotel, 
Jacksonville, March 22-23. 


APRIL 

American Society of Lubrication Engineers, 
annual meeting, William Penn Hotel, Pitts- 
burgh, April 4-6. 

Oil Industry Central TBA Meeting, Muehl- 
bach Hotel, Kansas City, April 16-17. 

ANational Petroleum Assn., 53rd semi-an- 
nual meeting, Hotel Cleveland, Cleveland, 
Ohio, April 18-20. 

AVirginia Oil Men’s Assn., semi-annual 
meeting, John Marshall Hotel, Richmond, 
April 22 

Fuel Oil Distributors Assn. of New Jersey, 
annual meeting, Berkeley-Carteret Hotel, 
Asbury Park, April 25-27. 


World-Oil Exposition, Houston, Texas, April 
22-29. 

Virginia Petroleum Jobbers Association, an- 
nual meeting, John Marshall Hotel, Rich- 
mond, April 26. 

Independent Petroleum Assn. of America, 
midyear meeting, Statler Hotel, Los 
Angeles, April 29-May 1. 

APennsylvania Petroleum Assn., annual meet- 
ing, Bedford Springs Hotel, Bedford, 
April 29-May 1. 


MAY 

Assn. of American Battery Manufacturers, 
Inc., spring meeting, Shoreham Hotel, 
Washington, D. C., May 1-2. 

AEmpire State Petroleum Assn., Inc., an- 
nual meeting, Statler, Buffalo, May 13-15. 

ALouisiana Oil Marketers Assn., annua! 
meeting, Roosevelt Hotel, New Orleans, 
May 15-16. 

National Oil Jobbers Council, Atlanta Bi:t- 
more Hotel Atlanta, May 17-19. 

ATennessee Oil Men’s Assn., spring meetin’, 
Hotel Lookout Mountain, Chattanooga. 
May 20-22. 

American Petroleum Institute, Division of 
Marketing, midyear meeting, Atlanta Bilt- 
more Hotel, Atlanta, Ga., May 21-23. 

American Petroleum Institute, Division of 
Marketing, Lubrication Committee, Broa:l- 
moor Hotel, Colorado Springs, May 23-26. 

North Carolina Oil Jobbers Assn., annual 
meeting, Convention Cruise, ‘Queen of 
Bermuda’, May 26-June 2. 














CLASSIFIED 


(Continued on opposite page) 























FOR SALE 
BLENDING AND CANNING PLANT 


GOOD LOCATION — ON RAILROAD 
AND JUST OFF MAIN HIGHWAY 


FORT WORTH, TEXAS 


Reply to: 
J. R. PENN, JR. 
CONTINENTAL LIFE BLDG. 
FORT WORTH, TEXAS 











RE PL IES (Box No. ): Address to office nearest you 
NEW YORK: 330 W. 42nd St. (36) 
CHICAGO: 520 N. Michigan Ave. (11) 
_SAN FRANCISCO: 68 Post St. (4) 


(EMPLOYMENT, |) 


" Selling Opportunity Ottered=————— 
Wanted: Manufacturers’ Representatives. Must 
be presently contacting Major Oil Companies, in- 
dependents, oil equipment jobbers, pump and 
tank installers, truck tank manufacturers. To 
sell petroleum marketing valves and fittings. 
RW-7£01, National Petroleum News. 


|) EQUIPMENT sed Sips 


For Sale —— = 
For Sale or Lease bulk plant, on double spur 
track, and 4 pump highway filling station in 
metropolitan southern city. FS-8606, National 
Petroleum News. 


BliSiWES OPPO Tuite 


Bulk Oil Plants—Propane Gas plants selected 
properties throughout the midwest. We specialize 
in petroleum properties. Petroleum Marketers, 
645 Produce Bank Bldg., Minneapolis 8, Min- 
nesota. 






































Unusual opportunity for equipment manufac 
turer desiring expanded outlets in following 
states; Virginia, West Virginia, Tenn., North 
Carolina, South Carolina and Georgia. Write 
BO-8621, National Petroleum News. 


Wanted—Full line jobbership or distributorship 
with major oil co. Geographical location no 
obstacle if economical. Please reply to BO-8413, 
National Petroleum News. 











Wanted 











ANYTHING within reason that is wanted in 

the field served by National Petroleum News 
can be quickly located through bringing it to 
the attention of thousands of men whose inter- 
est is assured because this is the business paper 
they read. 
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STORAGE PLANT SITE 


Ideally situated on Hudson River, this 
80 acre tract of level land has over 2 
mile of water frontage and water rights. 
The property is centrally located in 
Greene County, New York. 


For details and photostatic copy of map, 
write or call 


CRESCENT REAL ESTATE 


3 CENTRAL AVENUE, ALBANY, NEW YORK 


Edward H. Gavard 5-2000 
President 





UNDISPLAYED RATE 


$1.50 a line. Minimum 3 lines. 
count one additional line. 
POSITION WANTED. Undisployed rate is one 
half of above payable in advance. 
DISCOUNT OF 10% if full payment is made 
in advance for four consecutive insertions of 
undisplayed ads. 


Box numbers 


CLASSIFIED 





DISPLAYED RATE 
The ee fate is $14.50 per inch for 
p and B Opportunity advertis- 
ing Goncedins on other than a contract basis. 

Contract rates quoted on request. 
ae Sg eed OPPORTUNITIES — $15.65 per 
inch. Subject to agency commission. AN 
ADVERTISING INCH is measured % inch 
vertically on one column, 3 columns—30 inches 

—to a page. 





Send NEW ADVERTISEMENTS to oe Advertising Division 
NATIONAL PETROLEUM NEWS, 330 W. 42nd St. 3 Y. 36, N. Y. 
December issue closes November 7. 

















UNUS UAL 
OPPORTUNITY 


For An Experienced Salesman 


Here’s a chance to step into a 
fine sales position with a 50- 
year leader in the automotive 
industry. The man we seek is 
experienced in automotive or 
service station equipment sell- 
ing, or in petroleum industry 
marketing—and knows auto- 
motive jobbers. Age, between 
35 and 40. Will travel out of 
home office in Chicago. Good 
salary, plus bonus and ex- 
penses. Pension plan, health 
insurance and other impor- 
tant benefits. Transporation 
and moving allowances will 
be provided if hired. Prelim- 
inary interview can be ar- 
ranged in your city or in 
nearby center. Write, describ- 
ing experience in detail. All 
correspondence will be kept 
confidential. Address letter 
to: 
Mr. M. W. Piehl 


ALEMITE 
Division of Stewart-Warner Corporation 
1826 Diversey Parkway 
Chicago 14, Illinois 


DESIGN 
ENGINEERS 


Permanent Opportunities With 
McKEE 


IN OUR REFINERY, METALS 
OR INDUSTRIAL DIVISIONS 
AT OUR 
CLEVELAND, OHIO OFFICES 


McKee with more than 50 years of success- 
ful operation, doing business all over the 
world, is one of the largest, oldest and best 
known engineering and contracting firms in 
the business. The McKee organization con- 
tinues to grow and expand, thereby offers 
many present and future opportunities for 
qualified and experienced engineers and de- 
signers in the following fields: 


Piping 
Structural Steel 
Concrete 
Process Heaters 
Equipment Specs. 
Also 
Electrical Drafts. 
Layout Engineers 
Process Engineers 
Applicants should have at least five years’ 


of experience. 


Here is a rare opportunity for you to utilize 
your engineering abilities and talents. 


McKee offers top c tion 
rate with experience and ability. No age 
limitations. 


Transportation & Moving Allowances 


PLEASE SEND RESUME TO: 
Edward A. Kolner 


ARTHUR G. McKEE & CO. 
2300 Chester Ave. 
Cleveland 1, Ohio 














FIELD MANAGEMENT 


Expandin ng Oil Company needs man with record of 
n 


‘getting ¢ is done’ to work into field supervision. 
Age 28-35. High school or better education. Willing 
to travel wide area. Past experience in oil business 
=" references. Excellent opportunity. Starting 

y $4500.00 per annum. 
Reply P8688 National Vetretonm eve 
330 W. 42 St., New York 36, N.Y 





BUTLER 


USED EQUIPMENT 
HEADQUARTERS 
1948 Moser 5000 gallon, 4- 


compartment, tandem axle, new tires, 
No. K58, $2550. 

1949 Fruehauf 6600 gallon, 3- 
compartment, tandem axle, No. M215, 


$2600. 

1952 Fruehauf 5400 gallon, 2 
compartment, casing head transport, new 
tires, No. K40, $3500. 

1948 Columbian 5100 gallon, 3 
compartment, tandem axle, No. M201, 


$2000. 


1948 Trailmobile 5400 gallon, 3 
compartment, tandem axle, No. M232, 


$2150. 
1944 Trailmobile 5260 gallon, 4- 


compartment, tandem axle, new tires, 


No. K72, $2300. 


1949 Butler 7440 gallon, 2- 
compartment, tandem axle, No. M243, 


$3000. 


1948 Penn Furnace 4420 gallon, 
one-compartment, single axle, No. K149, 
$1375. 


1950 Heil 4610 gallon, one- 
compartment, single axle, No. K181, 
$1675. 


Choice of many others. 


Wire, phone collect or write office 
nearest you 


BUTLER MANUFACTURING COMPANY 


Dept. A, 7400 East 13th Street, 
Kansas City 26, Mo. Phone: BEnton 7400 
Dept. A, 900 Sixth Avenue, S.E., 
Minneapolis 14, Minn. 
Phone: ATlantic 8111 
Dept. A, 624 South Michigan Avenue, 
Chicago 5, Ill. Phone: WEbster 9-5035 
Dept. A, Room 602, 103 Park Avenue, 
New York 17, N.Y. 
Phone: Murray Hill 3-9473 














FOR SALE 


1—3600 gallon six compartment Fruehauf $1450 

1—5000 gallon three compartment Fruehauf $2250 

1—5600 gallon ae compartment Hile 1948 and 
51 $3300 to $3750 


BRUCE E. HACKETT CO. 
621 W. 58th St., Kansas City, Mo. 











FOR SALE 

1—4160 Gallon Tank Trailer, 3 compariments— 
1285—1974—901, 1000x20 tires, with 
Brodie drop meter—Good Condition. 

1—KB-11 International Tractor—5 New Tires— 
Good Condition. 

i—Hiel 1500 Gallon Aluminum Tank Trailer, 
with pump, meter and ticket printer. Bar- 
ain. Fair Condition. 

{—Pruchaut Van Trailer with Racks and Shelv- 
rs Equipped as Merchandiser”. Good Con- 
dition. 

The above equipment is priced fo sell. 


Contact Stacy Oil Company, Inc. 
100 North First Street, Fulton, New York 








STEEL STORAGE TANKS 


Railroad Tank Car Tonks 
6,500 to 12,000 Gal. Cap 
Colled and Non-Colled” 
Cleaned — Painted — Tested 
Heavier — Safer — Cheaper 
Other Tanks Too 
Also — Co te Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


50 Church Street 
Phone: COrtiandt 7-8090 
New York 7, N. Y. 
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This index is published as a conven- 
lence to the readers. Every care is 
taken to make it accurate, but Na- 
TIONAL PETROLEUM NEWS assumes no 
responsibility for errors or omissions. 
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EATON FEATURES 


PLANETARY GEAR DESIGN — 


distributes pressure and wear over four planetary 
gears, resulting in lower unit stress, reduced main- 
tenance, longer axle life. 


FORCED-FLOW LUBRICATING SYSTEM — 


supplies positive lubrication to all moving axle parts, 
even at slowest vehicle speeds. 


POSITIVE SHIFT CONTROL — More than Two Million 


provides quick, easy shifts. Drivers use available gear Eaton Axles in Trucks Today! 
ratios—the right ratio for road and load conditions. Ask your truck dealer 
for complete information. 


SELF-CONTAINED AIR BRAKE — 


provides for greater braking efficiency; quicker action, 
quicker release; quick, easy reline. Available on Eaton 


air brake models. 


EXTRA-RUGGED CONSTRUCTION — a -SPE ED 


eliminates the possibility of harmful distortion or mis- 
alignment under full load, holds maintenance to a r.») 4 i = 
minimum, 
AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


PRODUCTS: Sodium Cooled, Poppet, and Free Valves* Tappets* Hydraulic Valve Lifters* Valve Seat Inserts Jet 
Engine Parts* Rotor Pumps* Motor Truck Axles» Permanent Mold Gray Iron Castings* Heater Defroster Units* Snap Rings 
Springtites* Spring Washers* Cold Drawn Steel* Stampings* Leaf and Coil Springss Dynamatic Drives, Brakes, Dynamometers 











TO MEET YOUR CUSTOMERS’ REQUIREMENTS... 


SUN NAPHTHENIC OILS 
AVAILABLE IN FOUR COLORS 


complete range of viscosities 


No matter which color you need 
for your individual customer require- 
ments, these naphthenic lubricating 
oils are all naturally low in carbon- 
forming tendencies. 


Used as base blending stock, 
these Sun naphthenic oils are suitable 
for high compression engines where 
carbon build-up must be kept toa 
minimum. They also have many uses 
in specialized applications, and are 
excellent for grease manufacture. 


For complete information about 
Sun Oils, see your Sun representa- 
tive. Or write for Product Informa- 
tion Bulletin WI, Sun Or Company, 
Philadelphia 3, Pa., Dept. NPN-1. 


GENERAL WHOLESALE DEPARTMENT 


SUN OIL COMPANY > 


PHILADELPHIA 3, PA. 
IN CANADA: SUN OIL COMPANY, LTD., TORONTO AND MONTREAL 





